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Potrošnikove namere pri sprejemanju in uporabi mobilnega oglaševanja 
 
Mobilne naprave se vse bolj vključujejo v življenja ljudi. S tem so oglaševalci pridobili nove 
priložnosti za komuniciranje s svojimi strankami, podjetja pa možnosti za oglaševanje svojih 
produktov in storitev na personaliziran način. Mobilno oglaševanje je tako pritegnilo pozornost 
oglaševalcev in raziskovalcev. Kljub dejstvu, da potrošniki že dolgo za svojimi mobilnimi 
napravami preživijo veliko časa, pa tržniki še vedno iščejo načine, kako bi v celoti izkoristili vse 
prednosti tega medija. Raziskovalci so v zadnjem času izvedli več študij na področju presoje in 
napovedovanja odnosa potrošnikov do mobilnega oglaševanja, toda nekatere nejasnosti še vedno 
obstajajo. Slednje še posebej velja za Pakistan, kjer je bilo opravljenih zelo malo raziskav na 
področju mobilnega oglaševanja.  Pričujoča disertacija zato teoretsko obravnava presojo namer 
potrošnikov o sprejetju in uporabi mobilnega oglaševanja in vključuje empirično študijo v 
Pakistanu. Tema je relativno mlada in še premalo raziskana, zato prinaša številne priložnosti za 
razvoj novih in razširitev obstoječih teorij. Pričujoča disertacija želi razširiti obstoječo teorijo, to 
je Združeno teorijo o tehnološkem sprejetju in uporabi. Za to je bil oblikovan mešan raziskovalni 
pristop (ang. Mixed Methods Approach), v katerem se rezultati ustvarijo s kvantitativno in 
kvalitativno analizo podatkov, z namenom identifikacije ključnih dejavnikov, ki lahko vplivajo na 
namero potrošnikov o sprejetju mobilnega oglaševanja. Cilj disertacije je premostiti vrzel v znanju 
na področju presoje namere potrošnikov in njihovega odnosa do uporabe mobilnega oglaševanja. 
Teoretski in empirični rezultati so izpostavili nekaj ključnih dejavnikov (kot na primer pričakovan 
trud, pričakovani učinek, zaznan užitek, zaznana nadležnost in personalizacija), ki vplivajo na 
namero potrošnikov o sprejetju mobilnega oglaševanja. Poleg tega so rezultati razkrili tudi odnos 
med potrošnikovo namero sprejetja in sprejetjem mobilnega oglaševanja. 
 
Ključne besede: mobilno oglaševanje, nameni potrošnikov, vedenje pri uporabi, družbeni vpliv, 
pričakovan učinek, pričakovan trud, zaznan užitek, zaznana nadležnost, personalizacija, 












Consumer Intentions to Accept and Use Mobile Advertising 
 
The world has witnessed a high level of mobile device penetration in people’s lives. This has not 
only created an opportunity for marketers to communicate with their customers but has also 
enabled companies to advertise their products and services in personalized way. Due to this, 
mobile advertising has got the attention of both marketers and researchers. However, marketers 
have been struggling to fully exploit the benefits of this medium, even though consumers spend a 
considerable amount of their time on mobile devices. Recently, researchers have conducted 
various studies into ways to assess and predict consumer attitudes towards mobile advertising, but 
there is still ambiguity in this area. This is particularly the case in Pakistan, where very little 
research has been conducted in the area of mobile advertising. The current thesis is targeted 
towards assessing consumer intentions to accept and use mobile advertising. This under-
researched topic is still in its infancy and there are lots of opportunities to not only come up with 
new theories but also extend the existing ones. The current thesis attempts to extend the existing 
unified theory of acceptance and use of technology (UTAUT). To do this, a mixed methodological 
approach was adopted where both quantitative and qualitative analysis techniques were applied to 
the data in order to uncover crucial factors that can affect consumer intentions to accept and use 
mobile advertising. The goal of the current thesis is to bridge the knowledge gap by assessing 
consumer intentions and actual behaviour towards mobile advertising. The results highlight some 
of the crucial factors (such as effort expectancy, performance expectancy, perceived enjoyment, 
perceived irritation, and personalization) that can affect consumer intentions to accept and use 
mobile advertising. In addition to this, the results also highlight the relationship between consumer 
intentions to accept and use mobile advertising. 
 
Keywords: mobile advertising, consumer intentions, use behaviour, social influence, performance 
expectancy, effort expectancy, perceived enjoyment, perceived irritation, personalization, 
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CHAPTER 1: INTRODUCTION 
 
1. Introduction 
Mobile communication has been an integral part of people’s lives since the first wireless 
transmission of radio waves by Guglielmo Marconi in 1895. The world has witnessed tremendous 
technological advancements in wireless communication in the shape of mobile devices. These not 
only enable the user to communicate with others but also present various opportunities for 
marketers to deliver their messages in numerous and innovative ways. Online statistical portal 
Statista (2016) states that there were around 4.61 billion mobile phone users around the world in 
2016. The practices of mobile advertising are growing at a rapid pace because of the high 
penetration rate of mobile phones among consumers worldwide. Communication helps companies 
to create relationships with stakeholders, deliver their messages to consumers, strengthen their 
effectiveness, and attain growth. In addition to this, communication enables people to become 
familiar with each other. The way people communicate, and organizational message strategies are 
affected by technologies such as wireless communication networks (mainly mobile devices). 
Mobile phones not only help people to communicate with each other but also enable marketers to 
convey their messages to consumers in various innovative ways. According to Rosenkrans and 
Myers (2012), mobile phone as a medium of marketing communications is different from 
conventional media such as radio, TV, outdoor advertising, and magazines. The authors further 
add that communication through mobile advertising is a two-way street where the customers can 
give feedback at any time they want throughout the day and night, and companies can reach their 
target market 24/7 (Rosenkrans & Myers, 2012). Gupta, Su, and Walter (2004) point out that 
traditional marketing communication is solely one way, and the customers at the receiving end 
cannot give an immediate response. The companies are offering solutions to the perceived wants 
of the consumers. Some authors, such as Fransen, Verlegh, Kirmani, and Smit (2015), highlight 
that customers are more prone to have negative attitudes towards mobile advertising compared to 
traditional means of advertising. This is due to ill-timed and inappropriate promotional messages 






Sharma, Herzog, and Melfi (2008) highlight four unique elements of mobile devices which make 
them a better advertising medium than other conventional advertising media. First, in recent times, 
mobile devices have become a personal fashion statement for users. Moreover, mobile devices are 
very popular throughout the world. Statista (2016) highlights that the number of mobile users in 
the US has exceeded the number of subscribers to internet services. Furthermore, mobile devices 
have become a symbol of a user’s social status. This has urged mobile companies and service 
providers to enhance the level of advancements in mobile technology (Jun & Lee, 2007) and has 
opened up new opportunities for marketers in terms of ways to advertise their products. Second, 
the most important characteristic of mobile devices is their mobility, as they can be carried around 
most of the time, which makes the users accessible to marketers any time of the day. Users do not 
need to turn on their TV or radio to be exposed to advertising. The recent advancements in mobile 
technology have enabled marketers to trace the geographical location of consumers and through 
this they can send them precise information and appropriate advertising material.  Third, the 
different associated features of mobile devices, such as touchscreens, cameras, and audio/video 
multimedia, provide a unique and interactive experience for consumers, which consequently 
increases consumers’ participation in persuasive communication. Advertisers have capitalized on 
these features for their benefit. Furthermore, marketers have made the process of purchasing very 
easy for consumers by offering services such as enabling the consumers to pay for their purchases 
through mobile phone bills. This way of business is known as mobile commerce and it is quite well 
known, especially in Asian countries such as Japan, Korea, Singapore, and China.  
In recent times, many different types of mobile advertising have been developed, such as push 
mobile advertising, which includes advertising through short message services (SMS) and 
multimedia messaging services (MMS), and pull mobile advertising, which includes Wireless 
Application Protocol (WAP) advertising, Bluetooth advertising, and location-based advertising. 
There are also other ways of advertising through mobile devices, such as social media advertising 
on Facebook, Twitter, etc., and banner advertising on websites. However, there are some negatives 
associated with this new medium of advertising. For example, consumers sometimes feel irritated 
when they are faced with numerous unwanted/uninvited ads without their consent, which causes 
them to have a negative attitude towards mobile advertising. Research in this area can help in 






Furthermore, extensive research in this area of study can highlight the unique characteristics of this 
medium of marketing communication and assist the marketers in developing better communication 
strategies. There is an urgent need to explore the negative aspects in order to limit the chances of 
consumers having negative attitudes towards advertising. Furthermore, there are various factors 
that have a strong impact on creating positive and negative attitudes towards mobile advertising, 
which also need to be explored. The main objective of the current thesis is to uncover the effects 
of different factors on consumers’ intentions to use mobile advertising. 
1.1. The Central Problem 
The relevant literature highlights that consumers have started to become indifferent to mobile 
advertising due to inappropriate ad content, unsolicited promotional messages, bad timing of 
message delivery, and the lack of rational, emotional, or entertaining appeal in promotional 
messages. All of these issues have negatively affected consumers’ intentions to use mobile 
advertising. So the central problem of the research is to discover the factors that not only affect 
consumers’ intentions but also have the ability to convert present negative intentions into positive 
ones.  
1.2. Research Rationale 
The rationale behind conducting the current thesis is twofold and includes a practical rationale and 
theoretical rationale. The practical rationale concerns the popularity and adaptability of mobile 
devices. Marketers around the globe are spending tremendous amount of money (see section 2.3) 
on mobile advertising as a way to deliver messages to their target audience. As the marketers are 
making such a huge investment in mobile advertising, there should be a reasonable return for them. 
However, Brinson, Eastin, and Cicchirillo (2018) highlight that marketers are not gaining rewards 
that are comparable to the amount of money being spent on mobile advertising. This is further 
supported by Ikram and Kaafar (2017), who add that downloads of mobile ad-blockers have 
increased in recent years. The authors argue that consumers’ avoidance of mobile advertising and 
them finding ways to avoid such ads is because of the frustration they feel because of the ill-
structured promotional messages that are sent to their mobile devices. Ikram and Kaafar (2017) 






of ad-blockers is resulting in an unsustainable mobile advertising market for many stakeholders. 
As consumers’ avoidance of mobile advertising is increasing and more people are downloading 
ad-blockers, the area of study in the current thesis has become crucial to explore the factors that 
can positively affect consumers’ intentions to use mobile advertising. The results of the current 
thesis will not only highlight the factors that are positively related to consumers’ intentions to use 
mobile advertising but at the same time will highlight factors that must be avoided in order to 
increase positive intentions to use mobile advertising. 
The second aspect of the research rationale is theoretical. The under-researched topic of the current 
thesis is still in its infancy and there are lots of opportunities to not only come up with new theories 
but also to extend the existing ones. The aim of the current thesis is also to extend the existing 
unified theory of acceptance and use of technology (UTAUT). This is valuable as the results of the 
current thesis will not only validate the previous theory but will also add variables to it. To 
summarize the research rationale, it can be said that there are many studies that have already been 
published in the area of mobile advertising, but there is no research to date that has looked at 
assessing this under-researched area by employing a mixed methodology to extend the existing 
theories. Furthermore, the original version of the unified theory of acceptance and use of 
technology, as presented by Venkatesh, Thong, and Xu (2012), was focused on mobile internet 
acceptance, whereas the current thesis will validate and extend the same theory in the context of 
mobile advertising.   
1.3. Research Objectives 
The aim of the current thesis is not only to identify the relationship between consumers’ intentions 
and their actual behaviour towards mobile advertising but also to explore the factors that can affect 
consumers’ intentions to use mobile advertising. For this, the following research objectives are set: 
1. To extensively evaluate and understand previous research in the area of mobile advertising 
and consumers’ intentions to use mobile advertising. 
2. To conceptualize and formulate suitable research hypotheses after a thorough review of 






3. To formulate and conduct a suitable research survey through which the research proposition 
can be addressed.  
4. To critically examine the generalizability of the research findings.  
5. To highlight the research limitations and recommendations for future researchers.    
1.4. Research Questions 
Based on the understanding of previous literature, the conceptual framework of the thesis was 
developed with the purpose of analysing the predictors of consumer intentions to accept and use 
mobile advertising. There is a need to have an integrated theoretical framework in order to gain 
insight into and understanding of this newly emerged advertising media (i.e. mobile advertising). 
The framework will seek answers to the following questions: 
RQ1: What are the key factors and what is their impact on consumers’ intentions to use mobile 
advertising? 
RQ2: How are consumers’ behaviours affected by their intentions to use mobile advertising?  
1.5. Structure of the Thesis 
The current thesis is structured in the following way: 
Chapter 1  
This chapter includes a discussion about the background of the study and an introductory section. 
This chapter also presents the research questions, research objectives, and problem statement. 
Chapter 2 
The review of previous literature related to this under-researched area of study is discussed in this 
chapter. The literature review will help in assessing the gaps within the existing body of knowledge. 









The third chapter of the thesis comprises the research methodology. This chapter discusses the 
most suitable research techniques for the current thesis. At the same, alterative research techniques 
are also discussed, and the choice of a particular research technique is justified. Furthermore, the 
sampling framework, data collection techniques, measurement of variables, and data analysis 
techniques are discussed.   
Chapter 4 
This chapter of the thesis presents the results and findings. The data is analysed by applying 
statistical techniques. The chapter also presents the justification for the selection of a particular 
research analysis technique. At the end of this chapter, the major contributions of the current thesis 
are outlined.     
Chapter 5 
This chapter concludes the current thesis. Furthermore, the chapter discusses some refinements, 
limitations, suggestions, and applications of the current thesis. Finally, the guidelines for future 














CHAPTER 2: LITERATURE REVIEW 
 
This chapter reviews the existing literature related to this under-researched area in order to have a 
better and more extensive understanding of the existing knowledge about the factors that have a 
strong impact on consumers’ attitudes and behaviour towards mobile advertising. In light of the 
relevant existing literature, the research questions, research hypotheses, and theoretical framework 
of the study are formulated in such a way to outline how to enhance the effectiveness of mobile 
advertising. 
Mobile advertising is a unique medium or channel of advertising; however, in order to create 
mobile advertisements, marketers usually follow the rules of conventional media. There is no doubt 
that mobile advertising and online/internet advertising have a few things in common, but even so, 
mobile advertising requires different elements in order to get the attention of mobile users. There 
is therefore a need to approach this medium of advertising differently in order to enhance the 
effectiveness of mobile advertising. Different factors are identified in the literature related to 
advertising that can affect consumers’ attitudes, but there is a need to check that these factors are 
applicable in the context of mobile advertising. 
An insightful review of relevant literature can offer a better understanding of the factors that are 
found to be effective in conventional advertising media. At the same time, it is important to analyse 
whether these factors are relevant to mobile advertising. Therefore, this review considers different 
research studies and then these studies are integrated to develop the conceptual framework at the 
end of this chapter.  
The main body of this chapter is organized in such a way that the first section of the study defines 
mobile advertising in detail as well as explaining how mobile devices operate as a medium of 
advertising. After that, key issues associated to mobile advertising in general and issues with 
various different types of mobile advertising in particular are discussed. The next sections discuss 
attitudes towards advertising and consumer attitudes towards mobile advertising. The later sections 
of this chapter explain consumer behaviour and different types of consumer behaviour. 






outlined along with a critique of each theory. The current situation in the mobile advertising 
industry and the condition of Pakistan’s telecommunication sector are also discussed. Finally, the 
theoretical framework of the study is presented along with the research questions and hypotheses 
of the study.  
2.1. Defining Mobile Advertising 
There are some specific terms, such as marketing, advertising, and marketing communications, that 
are used throughout this thesis in connection with mobile devices. This is because previous 
researchers have used different terms to explain the same concept or object. The current section of 
the thesis aims to clarify the definitional parameters of various terms that are going to be used 
consistently throughout the thesis. The clarification of definitional parameters will help readers to 
have better clarity about this under-researched topic.  
One of the commonly cited definitions of marketing is presented by the American Marketing 
Association (AMA), which defines marketing as “the activity, set of institutions, and processes for 
creating, communicating, delivering, and exchanging offerings that have value for customers, 
clients, partners, and society at large” (AMA, 2017). The holistic nature of various marketing 
activities is highlighted by this definition. Moreover, the AMA’s (2017) definition of marketing is 
aligned with the definition provided by The Chartered Institute of Marketing (CIM), which defines 
marketing as “the management process responsible for identifying, anticipating and satisfying 
customer requirements profitably” (CIM, 2015).  Both these definitions highlight the breadth of 
activities (such as customer identification, value creation, and satisfying major stakeholders) that 
are covered by marketing. In comparison to this, the AMA (2020) defines advertising as “the 
placement of announcements and messages in time or space by business firms, non-profit 
organizations, government agencies, and individuals who seek to inform and/or persuade members 
of a particular target market or audience regarding their products, services, organizations or ideas”. 
This definition of advertising is comprehensive as it can be applied to all forms of advertising, 
which is not evident in most other definitions of advertising. Another commonly cited definition 
of advertising is from Kotler (2010), who defines advertising as “any paid form of nonpersonal 
presentation and promotion of ideas, goods, or services by an identified sponsor”. Kotler’s (2010) 






the main focus of both of the definitions is about communicating a message with the purpose of 
persuading and influencing the target audience. According to Ferguson (2015), advertising is a 
subset of marketing, and its major focus is the communication of marketing activities to persuade 
the target audience. Another term from this area of study is ‘marketing communications’. Kotler 
and Keller (2015) define marketing communications as “the means by which firms attempt to 
inform, persuade, and remind consumers (directly or indirectly) about products and brands that 
they sell”. The authors further argue that marketing communications mix with other tools such as 
personal selling, direct marketing, public relations, events, sales promotion, and advertising. 
According to Andrews and Shimp (2017), advertising is an aspect of marketing communications. 
Andrews and Shimp (2017) point out in their research that the terms marketing, marketing 
communications, and advertising are often used interchangeably; however, the authors further add 
that these terms are actually different from each other. Therefore, the term ‘advertising’ is going to 
be consistently used throughout this thesis, as the aim of the research is more closely related to 
advertising. 
There are two other terms, i.e. ‘mobile marketing’ and ‘mobile advertising’, that are used 
interchangeably in various research studies (Ashraf & Kamal, 2010; Hofacker, De Ruyter, Lurie, 
Manchanda, & Donaldson, 2016; Shankar & Balasubramanian, 2009; Shankar, Venkatesh, 
Hofacker, & Naik, 2010). According to Wong, Tan, Tan, and Ooi (2015), mobile marketing and 
mobile advertising have different scopes, the same as marketing and advertising. The Mobile 
Marketing Association (MMA, 2016) defines mobile advertising as follows: “A form of advertising 
that is communicated to the consumer/target via a handset. This type of advertising is most 
commonly seen as a Mobile Web Banner (top of page), Mobile Web Poster (bottom of page 
banner), and full screen interstitial, which appears while a requested mobile webpage is ‘loading.’ 
Other forms of this type of advertising are SMS and MMS ads, mobile gaming ads, and mobile 
video ads (pre, mid and post roll).” 
2.2. Mobile Devices as a Medium of Advertising 
The rise of unconventional modes and media of advertising is usually credited to the rapid 
technological advancements and media fragmentation of recent times (Vatanparast & Butt, 2010). 






advertising, and mobile advertising. Bart, Stephen, and Sarvary (2014) argue that the potential of 
mobile advertising is yet to be fully realized, even though both researchers and marketers have 
acknowledged the cost efficiency of communication with consumers through mobile advertising. 
This section of the study focuses on defining mobile advertising, channel acceptance, 
responsiveness, consumer perception, and attitudes towards mobile advertising. Belch, Belch, 
Kerr, and Powell (2014) stress the importance of understanding this new way of communication 
and using more efficient methods so that marketers are able to use this channel in a profitable way. 
The authors further add that better understanding of mobile devices as a communication channel 
would also help in exploring the ways in which consumers perceive and evaluate mobile devices 
as an advertising platform. The popularity of mobile advertising was raised with the recognition of 
SMS in 2000s, which eventually made mobile advertising familiar to consumers (Zabadi, Shura, 
& Elsayed, 2012). Moynihan, Kabadayi, and Kaiser (2010) argue that the rise of mobile advertising 
through SMS was attached to the reach and penetration of mobile devices. The authors further add 
that before mobile devices, there was no medium that was carried by millions of consumers all the 
time. 
Conventional advertising media, such as TV, radio, newspaper, and magazines, have limited 
exposure based on time and space, whereas mobile devices are available anywhere and at any time 
(Chen & Hsieh, 2012). Bart et al. (2014) draw a line between conventional and mobile advertising, 
highlighting that conventional advertising is usually targeted and produced for a mass audience 
and hence is regarded as a non-personal type of communication. The authors further add that prior 
to mobile advertising techniques, advertising messages were only communicated through mass 
media such as TV, radio, and newspapers. Upon the introduction of mobile advertising, the level 
of interactivity between companies and consumers greatly increased, and this enabled the 
advertisers to convey more personalized messages and have the ability to persuade potential 
customers to buy their products or services (Soroa-Koury & Yang, 2010). As discussed earlier, the 
old techniques of mobile advertising – such as SMS advertising, which was very common in the 
early 2000s – are no longer effective. So the marketers are always trying to find new ways and 
tools for communicating their promotional messages, getting more market share, persuading new 
customers, retaining their old customers, differentiating themselves from competitors, and 






bargaining power of buyers has increased over time as they have various alternatives in front of 
them to satisfy a particular need. Kaplan (2012) argues that the dynamic nature of the market has 
forced companies to find new ways to communicate and choosing the right technique at the right 
time to send the right message to potential customers is more important than ever. The recent era 
of mobile advertising has enabled marketers to come up with powerful marketing campaigns. 
In earlier studies on mobile advertising (Scharl, Dickinger, & Murphy, 2005), mobile advertising 
was interchangeably known as SMS advertising due to the instant popularity of SMS advertising. 
However, as time passed, the popularity of SMS advertising declined, and consumers started to get 
irritated by receiving bulk text messages on a daily basis, especially as most of these messages 
were not even related to the needs of the receivers (Yang, Kim, & Yoo, 2013). For example, Bamba 
and Barnes (2007) conducted a study on British customers, Su-Fang, Yuan-Cheng, and Jih (2006) 
researched Chinese customers, Zabadi et al. (2012) conducted a study on customers from the 
Middle East, and Tripathi and Siddiqui (2008) explored trends in Indian mobile users. All of these 
researchers agreed that most customers do not trust SMS advertising and had doubts about the 
trustworthiness of messages delivered to them. Upon the decline in popularity of SMS advertising, 
both researchers and marketers put their efforts and resources into coming up with better options 
for delivering their promotional messages to targeted consumers through mobile devices. In later 
years, researchers such as Moynihan et al. (2010) applied the strategies from conventional 
advertising to mobile advertising with bringing up the push and pull advertising campaigns to 
mobile advertising. 
Barnes (2002) came up with a different approach towards the recognition of mobile advertising as 
a new medium of advertising, arguing that the sole purpose of advertising is to communicate a 
brand message to prospective and current customers. The author further adds that for a better 
understanding of the mobile communication process, the mathematical theory of Shannon (1948) 
could be useful. According to Shannon (1948), at the time when a sender plans and then sends the 
desired message to the receiver through a particular channel of communication, during the delivery 
of the message, there are chances for the occurrence of ‘noises’ or ‘interruptions’, which can 
negatively influence the understanding of the message. Tsang, Ho, and Liang (2004) applied the 






customers is usually a one-way communication where the marketer is the active party and 
customers are passive recipients of promotional messages, especially in the case of conventional 
advertising media such as TV, radio, and newspapers. Merisavo et al. (2007) argue that mobile 
devices offer tremendous opportunities and possibilities to marketers in a way that diversifies 
customer experience.  
Li and Du (2012) divide marketing communications into two different dimensions: degree of 
location specificity and interactivity of advertising channel. The authors argue that what makes 
mobile devices a stronger advertising channel lies within its ability to cater to both of these 
approaches at the same time, as both higher levels of interactivity and location-based targeting can 
be achieved through mobile advertising. It is also argued by Pura (2005) that mobile devices enable 
marketers to target customers accurately by using various additional features, such as highly 
personalized content sharing, as per the demands and expectations of consumers. Zhang and Mao 
(2008) have a stronger point of view as they believe that advertisers should only use mobile devices 
to deliver promotional messages that are considerably different from the promotional content 
advertised via conventional media. Chowdhury, Parvin, Weitenberner, and Becker (2006) also 
support this, arguing that marketers should exploit the special features of mobile devices to have 
higher interactivity with their customers and to make their promotional campaigns more successful. 
The authors also point out the difference between conventional media and mobile devices, as 
advertising through traditional media is supposed to target a certain group of customers/audience, 
while mobile advertising has the capability to target an individual. 
Various researchers (Facchetti, Rangone, Renga, & Savoldelli, 2005; Haghirian & Dickinger, 
2005; Haghirian, Madlberger, & Tanuskova, 2005; Leppaniemi & Karjaluoto, 2005; Pousttchi & 
Wiedemann, 2007; Scharl et al., 2005; Watson, McCarthy, & Rowley, 2013) point out how crucial 
mobile devices are as a successful medium of advertising, as people have their mobile devices with 
them most of the time during their daily routine. The authors further add that the nature of mobile 
devices has enabled marketers to implement a continuous approach to their target market. 
Furthermore, the rapid increase in the mobile penetration rate has surprised even the marketing 
firms and researchers; the global percentage of mobile device users was 64.5% in 2017 and was 






acceptance, marketers are highly interested in using mobile devices to deliver commercial content 
to consumers (Bauer, Reichardt, Barnes, & Neumann, 2005). 
2.3. Key Issues in Mobile Advertising 
It is an undeniable fact that most marketers and retailers are still struggling to understand the 
concepts and capabilities of mobile devices in the context of benefits that can be reaped for their 
particular industry. The landscape of mobile devices is changing at a rapid pace and, along with 
this, mobile advertising has come to the forefront of growth strategies for most companies in recent 
times. Both the conventional and digital advertising industries are changing at a constant rate. 
Shankar and Balasubramanian (2009) highlight four major things that are crucial to understanding 
mobile advertising. First, the mobile advertising industry is growing globally, and there are only a 
few industries that are growing at the same rate. According to eMarketer (2016), the total spending 
on mobile ads globally was expected to reach $133.74 billion by the end of 2017, which is about 
31.9% more than the previous year (as seen in table 2.1).  
Table 2.1: Mobile Ad Spending Worldwide, 2013–2019 
 2013 2014 2015 2016 2017 2018 2019 
Mobile ad spending  
($ billion) 
19.20 42.63 68.69 101.37 133.74 166.63 195.55 
% change 117.9% 122.1% 61.1% 47.6% 31.9% 24.6% 17.4% 
% of digital ad spending 16.0% 29.4% 40.2% 51.1% 59.4% 65.9% 70.1% 
% of total media ad spending 3.7% 7.8% 11.9% 16.5% 20.5% 24.1% 26.8% 
Note: Includes display (banners, video, and rich media) and search ads 
Source: eMarketer (2016) 
The leading countries in spending on mobile ads are the US, China, the UK, Japan, and Germany. 
In order to reach consumers through mobile devices, the US spent about $41 billion, which is nearly 
double that spent in 2014. China spent about $23 billion on mobile advertising, which is triple the 
country’s spending in 2014. These countries are followed by the UK, Japan, and Germany with 






Second, the trend of mobile advertising through social media has also been booming in recent 
years. Mobile ad spending on some of the major social media networks, such as Facebook, Twitter, 
Instagram, and LinkedIn, has grown drastically in recent years. Facebook dominates social media 
ad spending, with 65% of the total market; there are more than 2 billion active users, 4 million 
active advertisers, and more than 50 million business pages on Facebook (Statista, 2017b). 
Facebook is followed by Instagram, which has 700 million active users (more than 400 million 
users use Instagram on daily basis) and total mobile ads with a revenue of $2.81 billion (eMarketer, 
2016; Statista, 2017b). Furthermore, Twitter has more than 357 million active users (Statista, 
2017b) and more than 150,000 advertisers (eMarketer, 2016) and had more than $637 million of 
advertising revenue in 2016 (Twitter, Inc., 2017). These figures speak for the popularity of mobile 
advertising through social media. 
Third, Shankar and Balasubramanian (2009) argue that there is a myth attached to mobile ads, and 
they found that mobile devices with bigger screens are not always better for the acceptability and 
viewability of mobile ads. Generally, it is assumed that mobile phones that have bigger screens 
might have a higher click-through rate (CTR). This assumption is negated by various researchers 
in the area of mobile advertising. Researchers have found that iPhones have a higher CTR than 
Samsung Galaxy mobile devices, even though the screen size of an iPhone is smaller than most 
Samsung mobile devices (Raptis, Tselios, Kjeldskov, & Skov, 2013). Furthermore, the authors 
found that the Kindle Fire (a book-reading mobile tablet) has the highest CTR of any mobile device 
available in the market today. The research indicates that users of Apple and Samsung products are 
usually ‘baby boomers’ who have a lower CTR. Despite this, Apple and Samsung products are still 
popular among the 18–34 age group. 
Finally, it is argued that mobile advertising has a bigger edge over conventional media as mobile 
ads are placed on devices with which consumers interact multiple times a day. According to a 
report published by eMarketer (2017), the total time users spend on mobile devices each day is 
about 4 hours 5 minutes. This total 28 hours 35 minutes a week and 122 hours 30 minutes a month. 
There is no other form of media that can match this amount of interaction. Consumers have their 
devices with them all the time, even while sleeping. Lu and Su (2009) found that about 30% of the 






for companies to show their products and services with a higher possibility of a customer making 
the purchase. It can be said conclusively that in the coming years most companies, both online and 
offline, are likely to put more focus on mobile advertising to promote their products and services. 
Hashim, Kassim, and George (2017) argue that the mobile advertising industry is still in its infancy 
and that in coming years more companies will put greater effort into mobile advertising and also 
into exploring the ways in which the effectiveness of these ads can be enhanced. 
Despite the various positives of the mobile advertising industry, such as its growth pattern, number 
of users, time spent on mobile devices, and access to consumers, various researchers and marketers 
have pointed out many critical issues associated with mobile advertising. Vatanparast (2007) points 
out some of the major issues related to mobile advertising, such as lack of an effective mobile 
advertising strategy, insufficient budget for mobile advertising, inadequate expertise and human 
resources, weak understanding of mobile user conversion path, inability to understand users’ 
attitudes towards mobile advertising, inability to understand users’ behaviour towards mobile 
advertising, inability to develop consumer profiles for mobile users, lack of compelling ad content 
to engage/attract mobile users, inability to merge mobile data with other systems such as CRM, 
lack of support from company executives, and unclear ownership of mobile initiatives. The author 
presents some of the major issues associated with mobile marketing communication in general and 
advertising in particular. From previous research, the challenges associated with mobile advertising 
can be categorized into four different segments. According to Shankar et al. (2010), the first 
challenge is associated with the identification of users across multiple mobile devices such as 
mobile phones and tablets. Chen and Hsieh (2012) also point out that some third-party cookies are 
not accepted or valid across different mobile channels. The second challenge is associated with the 
fragmentation of mobile environments. This challenge occurs when users move between mobile 
websites and mobile apps. Cheung and To (2017) point out that the mobile advertising strategy 
must address the most crucial question: mobile site or mobile app? There are usually two options 
available for marketers: either they go for a mobile site or develop an app to keep customers 
informed about their products and services. Ghose and Han (2014) suggest a solution to this 
question, arguing that companies should first develop a mobile site or upgrading their existing 






means of mobile advertising. It is also suggested by Kim, Lin, and Sung (2013) that companies 
should move to a mobile app if users/consumers ask for this.   
The third challenge, pointed out by Hsiao and Chang (2014), lies within success measurement and 
the lack of standardized performance measurement across different environments and mobile 
devices. Some researchers, such as Haddadi, Hui, and Brown (2010), suggested using ad-click, 
whereas others, e.g. Kim et al. (2011), stress the importance of using behavioural patterns such as 
number of units sold. In the end, Beach et al. (2008) pointed out the confusing nature of the new 
ecosystem of mobile devices, including mobile analytics tools, mobile data exchanges, mobile ad 
networks, and mobile-only players.  
Many other researchers have pointed out issues associated with mobile content delivery (Carroll, 
Barnes, Scornavacca, & Fletcher, 2007), understanding how the audience consumes mobile ad 
content (Smith, 2017), message design (Xu, 2006), and frequency of mobile contacts (Merisavo, 
Vesanen, Arponen, Kajalo, & Raulas, 2006). He and Lu (2007) stress the importance of optimizing 
the way ad content is delivered to target customers. The authors further add that content delivery 
is not just about making the ad content fit the smaller screen of mobile device, rather that it should 
be responsive in nature. Martí-Parreño, Sanz-Blas, Ruiz-Mafé, and Aldás-Manzano (2013) argue 
that advertisers should keep the content of ads short, simple, and scannable in the least amount of 
time. Furthermore, Sinkovics, Pezderka, and Haghirian (2012) argue that users get irritated with 
the number of ads they get on their mobile devices on daily basis. According to the research 
conducted by Altuna and Konuk (2009), a person is exposed to 40–50 mobile ads per day. The 
authors further add that most of the ads are either repeated or irrelevant to the users. So, the delivery 
of content must be well researched and tailored to customer demand. Moreover, there are various 
issues associated with message design for mobile advertising, as pointed out by researchers such 
as Chen, Cheng, Yu, and Ju (2014). There are many different formats of mobile advertising, such 
as SMS ads, standard banner ads, interstitial banner ads, expandable ads, video ads, and native ads. 








2.3.1. Issues with Banner Ads 
The normal dimension of a banner ad is about 300x50 or 320x50. Banner ads can be at the bottom 
or at the top of the mobile device screen. Banners ads can also be either animated or static. Vallina-
Rodriguez et al. (2012) found that banner ads are among most popular mobile advertising format. 
Dardis et al. (2016) argue that banner ads are more effective if they are implemented in the right 
context. The authors also add that banner ads are usually non-intrusive and passive, and the user 
experience is not interrupted by these ads. There are also some issues related to banner ads; as Sa, 
Navalpakkam, and Churchill (2013) point out, banner ads have a higher chance of causing ‘banner 
blindness’, which is when mobile users develop an unconscious resistance to a particular banner. 
Park (2015) argues that the acceptability of banner ads is highly dependent upon brand recognition 
as big, well-known brands can leverage the least amount of space without putting extra information. 
However, it is the opposite for emerging brands as these brands have to put additional information 
into the limited space of banner ads, which results in cluttered content and a higher probability of 
rejection from consumers. Jun and Lee (2007) conclude in their research that the format of banner 
ads is simple and versatile but most of the time this results in low CTRs and low effectiveness. The 
authors also found that banner ads generate lower earnings compared to other formats of mobile 
advertising. Rosenkrans and Myers (2012) found that banner ads are effective only in the consumer 
engagement phase where the users tend to be attentive within a particular app. Nath, Lin, 
Ravindranath, and Padhye (2013) stress the importance of having a careful balance in banner ad 
design, with eye-catching content which must not be too distracting for the user while using the 
mobile app. Furthermore, advertisers should use minimal text, brighter colours, and ordinary 
graphics (Li & Stoller, 2007). It is also advisable to have a concise and clear call to action by 
highlighting key offerings and features of advertised products (Choi, Hwang, & McMillan, 2008). 
2.3.2. Issues with Interstitial Ads 
Another format for mobile ads is known as interstitial ads. These are the visual ads that cover the 
entire screen of a mobile device. The size of an interstitial ad is about 320x480 pixels. Gao and Ji 
(2008) argue that interstitial ads have most popular size and allow marketers to put more context 
along with a clear call to action. The authors further add that this format allows more creative 






ads enhance the level of consumer engagement and increases brand performance. The authors also 
add that these ads help in enhancing the recall capacity of users. Interstitial ads usually appear at 
crucial moments, such as while the users are browsing or opening new webpages, playing games, 
or downloading apps. In order to close these ads, user action is required in the shape of swiping the 
content or clicking a button/symbol. There are certain characteristics of interstitial ads that are 
appealing to various advertisers, such as their ability to grab users’ attention and the display size 
being the full screen of the mobile device (Bakshi & Gupta, 2013). Furthermore, these ads do not 
appear due to mistaken clicks but rather appear between pages or apps unbidden. This gives 
advertisers the opportunity to create engaging and attractive content with a touch of high quality 
artwork, which can help in reducing disturbing factors at the user’s end (Srisawatsakul & 
Papasratorn, 2013). According to Mathew and Dambal (2010), the most appropriate place for 
interstitial ads is within games that have different levels as such ads can be put in between the 
levels. The authors further add that the breaks between the levels allows these ads to appear without 
any obstruction or distraction to users. Hofacker et al. (2016) stresses that it is important not to 
disrupt the user’s experience by publishing these ads in the middle of the game as this can irritate 
users at the highest level. Various studies (Truong, 2016) have reported the great results of 
interstitial ads and claimed that click-through rates are two to three times higher than those of 
banner ads. Furthermore, the ad spending on interstitial ads is also higher than other formats; 
Rzemieniak (2015) points out that interstitial ads accounted for more than 70% of global mobile 
ad revenue in 2014. Along with various benefits of interstitial ads, Truong (2016) points out some 
of the major issues associated with these ads. The author argues that these ads can be highly 
intrusive if they are badly placed. Secondly, the author points out that the higher CTR of interstitial 
ads can be misleading, as this may come from the difficulty of closing these ads. Furthermore, 
interstitial ads require attractive and extensive design work in order to attract users and also to 
increase their efficiency. 
2.3.3. Issues with Expandable Ads 
The expandable ad is another format of mobile advertising. It is known to be a rich media ad format 
and is a combination of banner and interstitial ads. It starts as a teaser banner of about 320x50 






advertising allows marketers to have a large area in order to deliver the ad message in a more 
efficient way. Rosenkrans (2009) regards expandable ads as less intrusive to users, as the expansion 
of these ads appears on the mobile app itself rather than landing the users on another webpage. 
Various researchers, such as Brajnik and Gabrielli (2010), have suggested the use of expandable 
ads as a high-impact marketing/promotional strategy. The authors further add that expandable ads 
help in reducing banner blindness. Barnard and Kreiss (2013) stress that the frequency of 
expandable ads should be set very wisely as users may tolerate these ads occasionally, but if they 
get these ads constantly, they might become frustrated and thus the effectiveness of the ad would 
reduce. It has also been found that some of the expandable ads are highly intrusive in the way that 
they lead users to a different webpage and disrupt the activities of the user on a particular app 
(Taylor, 2013). Expandable ads contain rich media and have the capacity to catch the attention of 
users; at the same time, there is bigger risk of being intrusive. Li, Li, and Zhao (2009) argue that 
the implementation of high-impact ads seems to be a challenging task for marketers, but usually it 
is quite straightforward as many of the advertising platforms accept expandable ads as third-party 
tags. This actually means that the implementation process of expandable ads is similar to banner 
ads in that marketers need to find reliable vendors to do rendering during ad serving (Li et al., 
2009). Pamboris, Antoniou, Makris, Andreou, and Samaras (2016) point out that expandable 
mobile ads can frustrate inexperienced users as there is a higher probability that they will miss the 
option to close the ad. This might result in negative attitudes towards the advertised product. 
2.3.4. Issues with Video Ads 
In-app video advertising is another format of mobile advertising that has gained the attention of 
various marketers in recent years. Many advertisers are spending a significant portion of their total 
ad spending on video ads as mobile advertising is proving to be a dominant ad channel. According 
to eMarketer (2016), global ad spending on mobile video ads rose to 71% of total mobile ad 
spending in 2015. The authors also add that in 2015, mobile video ad spending tripled from the 
previous year. Both researchers and marketers are attracted to video ads as the engagement rate 
through this format is very high. Campbell, Mattison Thompson, Grimm, and Robson (2017) 
conclude in their research that video ads are favourable for advertising well-established brands and 






video ad are automatically played upon coming into view, and these do not need to be clicked on 
or tapped. Bart et al. (2014) argue that video ads seem appealing on mobile devices, whereas they 
are judged differently on desktop computers as these ads don’t allow the user to multitask. The 
authors further add that marketers must be careful about selecting video ads as a poorly made or 
poorly placed video ad can highly frustrate users, which would create negative attitudes towards a 
particular brand. Fransen et al. (2015) found that the duration of a video ad is critical for its 
acceptability and the video ad must be in the range of 15 to 30 seconds. Furthermore, the ad 
placement strategy must be well planned for any format of mobile advertising. As with interstitial 
ads, video ads should be placed during natural breaks in an app or between game levels. In order 
to gain the attention of users, the screen grab of a video ad must be exciting, enticing, and 
encouraging so that users will play the video. There must be an element of creativity while 
developing a video ad. Kim and Sundar (2016) argue that there is a natural tendency in video ads 
to disrupt the user experience, so it is advised that the video ad is played if the user clicks the banner 
or screen grab of the ad. The authors also suggest some important ways to reduce the chances of 
user frustration; for example, the auto-play should be without audio and the user should have the 
authority to turn the audio on or off. Hoelzel (2015) points out some important figures relating to 
the play rates of video ads: in-app the play rate is about 14%, whereas in mobile web browsing it 
is lower at 8.3%. At the same time, video completion rate (playing the video to its end) is also 
higher in-app (53.3%) and slightly lower (52.7%) in mobile web browsing. There are many positive 
points associated with video ads that attract marketers to use this format; at the same time, there 
are some critical issues that needed to be considered. Jian and Yazdanifard (2015) argue that video 
ads are more expensive to produce than other mobile ad formats. Moreover, the viewing of video 
ads cannot be forced on users; if a user has already seen a particular video ad, there is a higher 
possibility that he/she will not watch it again (Scott, 2015). However, the authors add that if the 
contents of a video ad are interesting and compelling, the number of views will increase and the 









2.3.5. Privacy Issues in Mobile Advertising 
There are a number of issues that need to be addressed related to privacy and confidentiality. The 
deployment of mobile advertising can be hindered by this, irrespective of the quality of ad design, 
message attractiveness, or other additional benefits (Kalakota & Robinson, 2001). Kalakota and 
Robinson (2001) point out that if users feel concerned about their privacy and confidentiality, then 
none of the positive points in an ad will have the ability to attract their attention. The information 
that could raise privacy issues is stored in the databases and can eventually enable marketers to 
send appropriate information to mobile device users; however, at the same time, this can also 
enable marketers to formulate a record in which users’ current activities, past buying patterns, 
preferences, and future plans could be monitored (Gratton, 2002). If a relevant mobile advertising 
message is delivered to the user at the right time and in the right place, it could be very beneficial 
for both marketer and user; however, it could be highly intrusive if the message is unanticipated. 
Therefore, most researchers (Cleff, 2007; Dhar & Varshney, 2011; Haddadi et al., 2010; Haghirian 
& Madlberger, 2005) stress the complex nature of privacy. The use of private information can be 
acceptable for one situation but unacceptable for another, and it might be regarded as an invasion 
of privacy. Hence, it is difficult to predict how users will react to these messages. Cleff (2007) 
argues that consumers have different tolerance levels for unsolicited commercial messages or ad 
campaigns. The authors further add that if consumers have interests in certain products or services, 
they might tolerate unsolicited mobile ads, but if they do not have any interest in a product or 
service, they might oppose unsolicited communication from an advertiser (Petty, 2003). 
Unsolicited mobile advertising campaigns and communication with target customers is considered 
a privacy violation and these are usually called ‘spam ads’ or ‘spam messages’ in the literature of 
mobile advertising (Dhar & Varshney, 2011). Even if the user is offline after establishing his/her 
data profile in the database, he/she is considered available for certain advertising campaigns (Zwick 
& Dholakia, 2004). This may lead to a situation where marketers will not even think about 
following the set standards related to collection and use of personal data and security of users’ 
personal data privacy (Haddadi et al., 2010). The authors also add that, most of the time, marketers 
get involved in over-collecting the personal data of users without their consent. However, mobile 
device users are usually unaware about this massive collection of their personal data and sometimes 






unaware about the recipient of their data, the way the data is going to be used, and how data-mining 
techniques are integrated into their mobile devices (Haghirian & Madlberger, 2005). If someone’s 
personal data is used without proper consent, it is a privacy breach. Shankar and Balasubramanian 
(2009) found in their research that the chances of invasion and intrusion of personal data is far 
greater on mobile devices than any other medium. The authors further add that personalized 
advertising is good for consumers, but at the same time, there is also a certain price for this 
information in the shape of intrusion to consumers’ privacy. Currently, there is a greater risk of 
losing individual freedom as some companies have a complete record of an individual’s daily 
online routine. Okazaki, Li, and Hirose (2009) discuss consumers’ reactions towards such 
situations, highlighting how they either decline the request to disclose their personal data, restrict 
the amount of information they make available to online platforms, or provide wrong information 
about themselves. Privacy concerns from mobile device users are not only hindering the growth of 
mobile advertising but are also affecting the efficiency and accuracy of consumers’ databases. 
Eventually, this will lead to inaccurate targeting and the failure of the overall marketing campaign. 
2.3.6. Legal Issues in Mobile Advertising 
Mobile devices usually collect the personal information of users in the shape of their contact lists, 
calendar, and location to use for various purposes, such as for location-based services (e.g. targeted 
advertising, customized search results, and navigation), personalized services (e.g. mobile banking 
and other mobile-based recommendations) and social recommendations (e.g. new network 
recommendations on social networking sites and apps) (Tan et al., 2014). Such app-based and 
networked business models have brought various concerns and implications for data privacy as 
users’ personal information and data is being collected, shared, and processed by various third 
parties in different ways (Wohlgemuth, Sackmann, Sonehara, & Tjoa, 2014). These implications 
and breaches of users’ privacy have been discussed by various researchers in recent times. Aydin, 
Piorkowski, Tripp, Ferrara, and Pistoia (2017) argue that any possible unauthorized access to users’ 
personal data must be safeguarded by mobile operating systems. The authors further add that a 
user’s permission must be requested before any access to personal information. In another study, 
Betzing, Tietz, vom Brocke, and Becker (2020) explored data privacy concerns associated with 






of app installation and app runtime for any future access to users’ personal information and data. 
The authors further suggest that app developers and providers should add textual descriptions and 
custom explanations by using the inbuilt formal request dialogues of mobile operating systems 
(such as Android) in the shape of runtime permission requests to users. Betzing et al. (2020) 
concluded in their research that app developers and providers have failed to inform users and to 
get permission to use their personal data and information substantively. Krafft, Arden, and Verhoef 
(2017) found that most of the time, users unknowingly grant permission without having any idea 
about the consequences. Moreover, Betzing et al. (2020) argue that mobile device users do not 
understand the way their personal information and data are being shared and processed, as the data 
sharing and processing run silently in the background without any notification to users. Rosenberg, 
Confessore, and Cadwalladr (2018) highlight that one of the examples of consumers’ personal data 
invasion was the case of Cambridge Analytica, where personal information of more than 50 million 
Facebook users was collected with the purpose of voter-profiling with the help of a dedicated app. 
Betzing et al. (2020) argue that both illicit service providers (that are involved in stealing and 
misusing the personal information of mobile users) and honest service providers fail to justify their 
uses of users’ personal data. Tsai, Egelman, Cranor, and Acquisti (2011) conclude in their research 
study that most privacy policies are found to be ineffective as such policies are either very lengthy 
or written in very complicated legal language.  
Keeping in mind the data privacy, transparency, and protection issues, both policymakers and 
consumer rights advocates have urged the need to protect consumer rights in terms of the personal 
data of mobile device users (Betzing et al., 2020). In the last few years, some new consumer rights 
regulations have been formulated. One of the exemplary consumer protection laws is the European 
Union General Data Protection Regulation (GDPR, 2016). As per the regulations under GDPR, 
service providers, developers, and marketers must inform mobile device users about the purpose 
of personal data collection, processing, and usage before the collection of data. In addition to this, 
service providers must also get the consent of users for their personal data to be collected and they 
must be well informed about the consequences of their decision. Schaub, Balebako, Durity, and 
Cranor (2015) argue that this increased level of transparency will enable mobile device users to 
make consent decisions with careful consideration. However, Oh, Park, Lee, Heo, and Choi (2019) 






information about users and then sell the information to various third parties. In reaction to this, 
users are becoming more conscious about their data privacy and are not consenting to any data use 
at all (Betzing et al., 2020). This increased conscious behaviour of users towards data privacy is 
putting business models that entirely rely on users’ data at risk, as without consent, service 
providers are not allowed to collect any of the data under laws such as GDPR (Betzing et al., 2020).   
2.4. Consumer Attitudes towards Advertising  
Attitude is considered one of the most important concepts in research on marketing communication, 
advertising, and information systems. Attitude is defined differently by various researchers. 
Fishbein and Raven (1962) define attitude as “a learned predisposition of individuals”, while Kotler 
and Keller (2015) define the concept of attitude as a “person’s favorable or unfavorable 
evaluations, emotions, and action tendencies toward some object or idea”. For a long time, 
researchers have been exploring the concept of attitude in various fields of study such as sociology, 
psychology, and marketing. Furthermore, there is a considerable amount of literature (Bang, 
Ellinger, Hadjimarcou, & Traichal, 2000; Claiborne & Sirgy, 2015; Czellar, 2003; Hartmann & 
Apaolaza-Ibáñez, 2012; Manaktola & Jauhari, 2007; Nkwocha, Bao, Johnson, & Brotspies, 2005; 
Peterson & Ekici, 2007; Voss, Spangenberg, & Grohmann, 2003) dealing with consumer attitudes 
in various fields of study. Wilkie and Pessemier (1973) found that consumer attitudes can be an 
advantage as well as an obstacle for marketers. They are an obstacle in that if marketers ignore 
consumer attitudes while developing a marketing communication strategy or campaign for a 
particular product or service, it can limit the success of the marketing communication strategy. 
However, effective understanding of consumer attitudes can help marketers to better predict 
consumer behaviour (Bearden & Teel, 1983). Insight and keen understanding of consumer attitudes 
can also enable marketers to distinguish between consumer beliefs, attitudes, and behaviours while 
developing a marketing communication strategy. Consumer attitude is defined differently by 
various researchers. Solomon (2008) defines attitude as consumers’ general evaluation of a product 
or service which is formed over a certain time period. The author further adds that attitudes strongly 
affect buying and shopping patterns and, at the same time, satisfy the personal motives of 
consumers. Perner (2017) regards consumer attitude as the combination of feelings, beliefs, and 






adds that consumers can have positive or negative feelings and beliefs about a particular product 
or service. Furthermore, behavioural intentions, buying patterns, and purchase behaviours are 
strongly connected to the feelings and beliefs a consumer has about the product/service. 
Oskamp and Schultz (2014) have the opinion that personal experiences, whether positive or 
negative, create a strong base for having a particular attitude towards a product/service. The authors 
further add that consumers’ opinions about a particular product or service can also be formed due 
to the outside influences of other individuals in consumers’ social circles. Additionally, Simonin 
and Ruth (1998) regard attitudes as learned predispositions which proceed either in favour of or in 
opposition to a particular object. Moreover, Constantinides and Fountain (2008) argue that every 
product or service is scrutinized by consumers through the filter of attitude, either knowingly or 
unknowingly. The functional motives of consumer attitudes are largely explained in the functional 
theory of attitudes developed by Katz (1960). In the functional motives theory, four possible 
functions of attitudes are presented: utilitarian, value-expressive, ego-defensive, and knowledge. 
Katz (1960) adds that each of these functions affects a particular consumer’s attitude. Barksdale 
and Darden (1972) argue that the understanding of consumer attitudes is a one step further towards 
changing and amending a particular attitude. Katz (1960) explains that consumer attitudes relate to 
social psychology and ideological side of human beings. Furthermore, attitudes pave the way 
towards satisfying a particular function. 
The first of the functions explained by functional motives theory is known as utilitarian function 
and is the most recognized function of Katz’s (1960) theory. Weiner (1985) argues that individuals 
make decisions largely based on the amount of happiness they will receive from the decision on 
the whole. The author further adds that the utilitarian function is based on the ethical theory of 
utilitarianism. Furthermore, Pratkanis, Breckler, and Greenwald (2014) point out that the total 
amount of pain or pleasure directs consumer’s decision and, in this case, attitude is based entirely 
on the utilitarian function. 
The second function of the functional motives theory is known as the value-expressive function 
and it is employed when most of the decisions of a consumer about a particular product or service 
are taken on the basis of his/her central values or self-concept (Katz, 1960). Solomon (2008) argues 






association of a particular product or service in consumers. If the social identity of a consumer is 
presumed to be affected by the acceptance or rejection of a particular product or service, then the 
value-expressive function is being applied (Johar & Sirgy, 1991).    
The third function presented by the functional motives theory is known as the ego-defensive 
function and it becomes apparent in a situation when a consumer thinks that using a particular 
product or service can affect his/her self-image in his/her social circle (Knight Lapinski & Boster, 
2001). Researchers such as Anderson and Kristiansen (1990) have found that the ego-defensive 
attitude is the most difficult to change. In terms of consumer psychology, the ego-defensive 
function is defined as a way of denying self-disconcerting aspects (Daugherty, Eastin, & Bright, 
2008). It is advised that an ad message should be carefully developed in order to change an ego-
defensive attitude. 
The fourth and last function of the functional motives theory is known as knowledge function and 
is largely used to refer to individuals who are found to be more careful in developing and organizing 
their attitudes about a particular product or service (Maio & Olson, 1999). Ferguson and Bargh 
(2002) argue that real-world statistics and fact-based comparisons can be used by marketers in 
order to change a consumer’s knowledge-based functional attitude. The authors further add that a 
knowledge-based audience cannot be attracted by vague or irrelevant campaigns. Generally, 
utilitarian and value-expressive consumer behaviour is targeted in most advertising campaigns 
(Allen, Ng, & Wilson, 2002). Drossos, Giaglis, Lekakos, Kokkinaki, and Stavraki (2007) highlight 
that the benefits of using a particular product or service are pointed out by utilitarian advertising 
campaigns. However, value-expressive attitudes are presumed to be changed by image strategy and 
product symbolism (Shavitt, 1992). The understanding of the reason behind consumers having 
particular attitudes has the utmost importance in the quest to change these attitudes. 
There is another model of attitudes known as the ABC model. There are three major components 
of the ABC model of attitudes: affect, behaviour, and cognition. This model defines the relationship 
between knowing, feeling, and doing (Eagly & Chaiken, 1993). The first component, ‘affect’, 
depicts the feeling of an individual for a particular object. Affect also represents a person’s opinion 
or emotion about a particular product or service. The response of an individual generated from 






and personal belief about an object is regarded as cognition (LaPiere, 1934). Researchers such as 
Vaughan and Hogg (2013) believe that if all three components of the ABC model work together, a 
hierarchy of effects is generated. The concept of a hierarchy of effects is used in order to identify 
the motivation or involvement levels of an individual regarding an object. There are three different 
hierarchies of effects: standard-learning hierarchy, low-involvement hierarchy, and experiential 
hierarchy. Martínez‐López, Luna, and Martínez (2005) argue that the behavioural influences on an 
individual must be represented in component order (such as behaviour, belief, and affect). 
The first type of hierarchy of effects is known as the standard-learning hierarchy of effects. The 
standard-learning hierarchy is also known as the high-involvement hierarchy. According to Lee 
and Goudeau (2014), the standard-learning hierarchy presumes that consumers establish beliefs 
and conduct extensive product/service-related research in such a way that they develop a particular 
attitude over time. The authors further add that after developing beliefs, certain feelings are 
formulated by consumers about a product or service. This is then followed by the establishment of 
certain behaviour relating to a product or service. Purchase decisions in which a higher level of 
customer involvement is required are backed by cognition-affect-behaviour (Fiore & Kim, 2007).  
The second type of hierarchy of effects is known as the low-involvement hierarchy of effects. The 
order of events in the low-involvement hierarchy is cognition-behaviour-affect. Purchase decisions 
and behavioural patterns with an attitude formed by the low-involvement hierarchy are based on 
consumer personal knowledge rather than any sort of feeling about a product or service (Chen & 
Lee, 2008). Chang and Chen (2009) argue in their research that consumers usually form feelings 
about certain products or services after making the actual purchase. However, Yoo, Kim, and Stout 
(2004) further add that life-changing purchase decisions are not suitable by the limited knowledge 
of consumers. 
The third type of hierarchy of effects is known as the experiential hierarchy of effects. The order 
of events in the experiential hierarchy is affect-behaviour-cognition. Purchase decisions and 
behavioural patterns with an attitude formed by the experiential hierarchy are based on consumers’ 
feelings about certain products and services. Under the experiential hierarchy, the cognition process 
of consumers is initiated soon after the purchase decision, which then reinforces the initial affect 






hierarchy of effects commonly have emotional cognition (Castañeda, Rodríguez, & Luque, 2009). 
According to Mathwick, Malhotra, and Rigdon (2002), emotional cognition is a situation in which 
consumers are influenced by the level of emotions present in an advertisement.  
In order to bring about a change in attitude, the elaboration likelihood model (ELM) brings another 
perspective. There are various similarities between the ELM model and the ABC model of 
attitudes, as the ELM model also describes the level of consumers’ motivation and involvement in 
their purchase decisions and behaviours related to various products and services (Petty & Cacioppo, 
1986). As per the level of motivation and involvement in purchase decisions, consumers are 
supposed to follow one of two possible routes (Angst & Agarwal, 2009). According to Petty, 
Brinol, and Priester (2008), in the case of higher involvement in and motivation about a particular 
purchase decision, the consumer follows a ‘central route’. The authors further add that consumers 
who follow a central route put extra time and effort into researching various aspects of their 
intended purchase decision. The second possible route is known as a ‘peripheral route’. As is 
evident from the name, a peripheral route is selected by a consumer with low involvement in a 
particular purchase decision. 
Sherif and Hovland (1961) proposed a theory named social judgement theory, in order to bring 
change in attitude. Tetlock (1992) argues that consumers tend to compare their current knowledge 
and information to their previous knowledge and ideas. All new messages to and information for 
consumers are usually filtered through two possible paths: latitude of rejection and latitude of 
acceptance (Sherif & Hovland, 1961). If the new information and knowledge is in accordance with 
the current/existing knowledge of an individual then he/she accepts it and follows the latitude of 
acceptance. However, if the new information and knowledge is not in accordance with the 
current/existing knowledge of the person, he/she rejects it and follows the latitude of rejection path. 
In order to understand and measure consumer attitudes, the multi-attribute model has been used 
widely by various researchers in the past (Bettman, Capon, & Lutz, 1975; Bredahl, Grunert, & 
Frewer, 1998; Green & Srinivasan, 1978; Mazis, Ahtola, & Klippel, 1975; Mitchell & Olson, 2000; 
Tom, Garibaldi, Zeng, & Pilcher, 1998; Um & Crompton, 1990). Wilkie and Pessemier (1973) 
extensively explain the multi-attribute model and present three different elements of this model: 






can be defined as attributes. The authors further add that the measurement of a particular attribute 
is known as a belief. Additionally, the priority or importance of a particular attribute in the mind 
of an individual is known as its weight (Green & Srinivasan, 1978). According to Tom et al. (1998), 
the measurement of person’s overall attitude can be efficiently measured by the multi-attribute 
model. Several researchers have worked to find the most appropriate multi-attribute model 
(Bettman et al., 1975; Bredahl et al., 1998; Green & Srinivasan, 1978; Mazis et al., 1975; Mitchell 
& Olson, 2000; Tom et al., 1998; Um & Crompton, 1990) but the most commonly used and 
influential multi-attribute model is the Fishbein model (Fishbein & Ajzen, 1974). The Fishbein 
model comprises three major components of attitude: salient beliefs, object-attribute linkages, and 
evaluation. The first component, salient beliefs, refers to a person’s beliefs that are formulated 
during the process of evaluating a particular product or service (Fishbein & Ajzen, 1974). The 
second component of the Fishbein model, object-attribute linkages, is actually referred as the 
indicator of probable importance of an attribute that is associated to a particular attitude object 
(Fishbein & Ajzen, 1974). The third component of the Fishbein model, evaluation, is basically a 
measurement of the importance or priority given by the consumer to an attribute (Fishbein & Ajzen, 
1974). Lee and Green (1991) argue that the basic purpose of the Fishbein model is to present the 
overall attitude in terms of a score. The authors further add that consumers’ past and predicted 
behaviours can be evaluated through the Fishbein multi-attribute model. 
Semantic clustering is supposed to be an advanced modelling technique which has been studied by 
various researchers (Aaker, 1997; Auty & Elliott, 1998; Guerrero et al., 2009; Okazaki, 2006; 
Vanhonacker, Van Loo, Gellynck, & Verbeke, 2013; Verbeke & Viaene, 1999) in order to measure 
and amend consumer attitudes. Okazaki (2006) stresses the usefulness of semantic clustering for 
analysing the direction and measuring the flow of information. Furthermore, Aaker (1997) used 
this technique for amending consumers’ attitudes towards brands. The author adds that online 
forums and blogs are prime targets for marketers and advertisers to apply the semantic clustering 
approach. The information that is gained by different multi-attribute models can be used in 
marketing communication strategies. Auty and Elliott (1998) suggest that advertisers should keenly 
observe competitors’ high-scoring attributes but must not blindly focus on those particular 
attributes; rather, a marketer should focus on his/her own high-scoring attribute. Researchers such 






if a broken link is found between an attribute and a product, special effort must be made to develop 
a message strategy to strengthen the link. Aaker, Stayman, and Vezina (1988) highlight the role of 
differentiation for advertisers as, by using the scores and results gathered by a multi-attribute 
model, they can effectively add new attributes to their existing products or services. 
It is of utmost importance for any advertiser to change consumer attitudes to his/her own benefit. 
Lutz (1975) points out three different strategies for changing consumer attitudes: changing beliefs, 
changing affects, and changing behaviour. In order to change an affect, the classical conditioning 
technique is found to be useful (Petty & Brinol, 2010). Olson and Fazio (2001) further add that by 
using the classical conditioning technique, marketers can pair their products or services with a 
highly liked stimulus. Another research study was conducted by Grossman (1997) in which the 
authors found that various opportunities can be generated to change consumer attitudes by simply 
creating positive associations. The author also found that in this technique, there is no need to 
change consumer beliefs in order to their attitudes. For example, if the marketer changes the price 
of product or service or simply changes the product/service positioning through their ads, then a 
changed consumer attitude and eventually changed behaviour can be developed (Rossiter & Percy, 
1980). Many researchers, such as Duncan and Olshavsky (1982), regard changing consumer beliefs 
as the most difficult of the three changes. The literature about marketing communications 
highlights several approaches to changing beliefs about products and services, such as changing 
the importance of beliefs, adding new beliefs, changing currently held beliefs, and changing the 
ideals of consumers (Grankvist & Biel, 2001). There are several occasions that require beliefs to 
be changed, for example the reintroduction of mature/existing products into the market (Snell, 
Gibbs, & Varey, 1995). Feldman and Lynch (1988) highlight a different perspective and argue that 
various fields of study, such as mathematics and psychology, need to be considered to develop a 
successful promotional strategy. The authors further add that knowledge of several theories of 
psychology is also required to better understand consumer attitudes and behaviours. Generally, it 
is believed that attitudes are easily formed but require considerable effort to change. Researchers 
and marketers are still working on finding the most appropriate way to develop positive attitudes 
towards products and services. There are many factors that can affect attitudes towards products or 
services other than product attributes. Some of these factors are the geographic conditions of the 






& Pento, 2002), social environment (Chu & Kim, 2011), cultural factors (Asp, 1999), and message 
characteristics (Shrum, McCarty, & Lowrey, 1995). All these factors are going to be discussed in 
later sections of this study. Moreover, consumer behaviour is also affected by consumer attitudes 
and these help consumers to make choices between various competing brands (Baldinger & 
Rubinson, 1996). The reaction of consumers towards a particular product or service is backed by a 
combination of attitudes, beliefs, and behaviours. So understanding consumer attitudes and finding 
way to change them can help advertisers to develop their promotional strategies in an appropriate 
way to gain better results.  
2.5. Consumer Attitudes towards Mobile Advertising 
Attitudes towards a particular medium or channel of communication are always given considerable 
attention from marketers and researchers whenever a new medium is introduced, as attitudes can 
have either a positive or negative impact on the effectiveness of advertising (Tsang et al., 2004). 
As discussed earlier, attitudes play an important role in shaping consumers’ behaviour and buying 
decisions; in order to assess and explore the effectiveness of any new medium of advertising, it is 
important to research how the attitudes towards that particular medium can be affected, changed, 
and modified to make the promotional campaigns successful (Karjaluoto et al., 2002). Elliott and 
Speck (1998) point out that commercial clutter and the increasing number of promotional messages 
foster negative attitudes towards mobile advertising. However, Noor, Sreenivasan, and Ismail 
(2013) conclude that consumers actually like mobile advertising. Saadeghvaziri and Hosseini 
(2011) found in their study that attitudes towards advertising are highly dependent upon the channel 
of advertising, and they further conclude that attitudes towards mobile advertising are more positive 
than those towards advertising through conventional media. Furthermore, Blanco, Blasco, and 
Azorín (2010) found in their research that mobile advertising is found to be more informative, 
entertaining, and trustworthy than advertising through conventional media. The nature of attitudes 
is complex to understand and explore, so it needs better understanding and thorough research in 
order to result in efficient promotional campaigns (Petty & Brinol, 2010).  
A thorough study on mobile advertising was conducted by Tsang et al. (2004) in which the authors 
studied attitudes towards SMS advertising. The authors studied the impact of attitudes on users’ 






irritation, creditability, and entertainment affect users’ attitudes towards mobile advertising. Tsang 
et al. (2004) also examined the impact of attitudes on consumer behaviour and users’ willingness 
to receive further mobile advertising as well as the extent to which a mobile advertising message 
is read and the amount of time a user generally spends reading a mobile advertising message. Tsang 
et al. (2004) concluded in their research that if prior permission is not gained by a marketer to send 
particular advertising material to consumers, then the consumers have negative attitudes. The 
results of this study also highlight how factors such as informativeness, credibility, and 
entertainment are positively correlated with consumer attitudes whereas irritation is negatively 
correlated to consumer attitudes if prior permission is not gained from consumers. Ranking these 
factors in terms of effects on consumer attitudes shows that entertainment is the major factor that 
shapes consumer attitudes, followed by credibility and irritation. The results of the study also 
highlight that consumers’ willingness to accept mobile advertising is strongly associated to their 
positive attitude towards advertising in general. At the end of their research, Tsang et al. (2004) 
add that consumers who wish to receive mobile advertising read the entire mobile advertising 
message as soon as they receive it. Yang (2007) also acknowledges the results of Tsang et al. (2004) 
and adds that the intention to receive mobile advertising is positively related to incentive-based 
advertising. The author further adds that in order to enhance the effectiveness of mobile advertising, 
it is important to understand consumer attitudes towards mobile advertising. 
In their research into the acceptance of mobile advertising, Barwise and Strong (2002) highlight a 
clear distinction between regular mobile advertising and permission-based mobile advertising. 
Various other researchers (Aalto, Göthlin, Korhonen, & Ojala, 2004; Barnes & Scornavacca, 2004; 
Barwise & Strong, 2002; Carroll et al., 2007; Kolsaker & Drakatos, 2009; Roach, 2009; Salo & 
Tähtinen, 2005) have found that consumers tend to have more positive attitudes towards mobile 
advertising after the advertisers have gained consumers’ consent and permission to send them 
advertising material. In permission-based advertising, the advertising and promotional material is 
only sent to people who have agreed to receive such material. Many of the researchers (Brey, So, 
Kim, & Morrison, 2007; Krishnamurthy, 2000, 2001; Moustakas, Ranganathan, & Duquenoy, 
2006; Rettie & Brum, 2001; Spinello, 1999; Wais & Clemons, 2008) in the area of mobile 
advertising and online advertising have found that unsolicited promotional messages irritate the 






Brum (2001) argue that once the initial permission is gained from mobile device users to send them 
mobile ads, it paves the way to developing a long-term relationship between companies and users. 
It is also suggested by Wais and Clemons (2008) that long-term relationships between brands and 
consumers can be strengthened by having two-way communications between companies and 
consumers. The findings of Krishnamurthy (2001) are also supported by Wais and Clemons (2008), 
who found that agreement by consumers to receive mobile ads positively affects their attitudes 
towards promotional material they are sent. Spinello (1999) points out that it is critical to ask 
permission from consumers as the consumers do not read unsolicited messages and usually delete 
these promotional messages as soon as they receive them. Shankar and Balasubramanian (2009) 
also conducted research into attitudes towards mobile advertising and found that most of the 
promotional material that is sent to mobile devices is perceived negatively due to the personal and 
intimate nature of mobile devices. The authors further add that some mobile device users even 
consider this an invasion of their personal lives. 
The content of a promotional message is also considered to be an important contributor towards a 
successful mobile advertising campaign (Shrum et al., 1995). As discussed earlier, there are 
different types of mobile advertising, such as SMS advertising, MMS advertising, ads in mobile 
applications, rich media advertising, video ads, and ads based on the geo-location of mobile device 
users. Furthermore, Okazaki, Li, and Hirose (2012) also point out a recent method of mobile 
advertising in the shape of quick response (QR) code ads, in which the customer acts by 
himself/herself by scanning the QR code on an advert in which he/she is interested. For all these 
different types of mobile advertising, the message content plays a crucial role in acceptance or 
rejection of a particular product or service and also in developing positive attitudes (Unni & 
Harmon, 2007). Vatanparast and Asil (2007) conclude in their research that the content of a 
promotional message must be concise, creative, and relevant to gain consumer attention. 
Researchers such as Rau, Zhang, Shang, and Zhou (2011) also support the claims made by 
Vatanparast and Asil (2007) that content relevancy is key for a successful promotional campaign 
in mobile advertising, as irrelevant promotional messages fail to create any impact on mobile 






There are also some other features that need to be included in a mobile advertising message, such 
as emotional experience (Olsson, Lagerstam, Kärkkäinen, & Väänänen-Vainio-Mattila, 2013), 
overall pleasure (Wong et al., 2015), and aesthetics (Varnali & Toker, 2010). Moreover, Haghirian 
et al. (2005) found in their research a positive relationship between the perceived value of mobile 
advertising and the level of entertainment from a promotional message. Elements such as 
entertainment, informativeness, irritation, and credibility are all relevant to promotional messages 
sent to consumers on their mobile devices. Jun and Lee (2007) found that the timing of sending 
advertising material to consumers also plays an important role in developing consumer attitudes 
towards mobile advertising. The authors further add that the promotional messages should be sent 
at specific hours according to consumers’ activities. Tripathi and Siddiqui (2008) conclude in their 
research that sending promotional messages at odd times not only fails to get consumers’ attention 
but also creates negative attitudes towards the advertised products or services. Beneke, Cumming, 
Stevens, and Versfeld (2010) add that reaching consumers by considering ad timing has become a 
challenge for marketers, as it is difficult to predict consumers’ personal schedules and time 
preferences. Therefore, information about users’ real-time locations and suitability of times to send 
promotional messages has gained utmost importance in mobile advertising (Tripathi & Siddiqui, 
2008). Varshney and Vetter (2002) add that timing and real-time location information is crucial for 
sending highly personalized promotional messages to consumers with the least chance of rejection 
from consumers. Furthermore, Bruner and Kumar (2007) also found that if the right offer is sent at 
the right time then a higher level of positive attitude can be developed for a particular product or 
service. However, there are some legal restrictions and ethical constraints in various countries, 
especially in the UK and some other European countries, that prevent marketers from having such 
information (Dhar & Varshney, 2011). 
Various other factors are also found to be useful in affecting consumer attitudes towards mobile 
advertising, such as mobile device factors (Haghirian & Dickinger, 2005) and consumer factors 
(Yang, 2007). Wu and Wang (2005) point out some of the major mobile device factors, such as 
perceived ease of use and perceived usefulness of mobile devices. Moreover, Tsang et al. (2004) 
studied consumer factors in detail, including consumer demographics (such as age, gender, income 






related with consumer attitudes towards mobile advertising. All these factors are going to be 
discussed in later sections of this chapter. 
2.6. Consumer Behaviour 
Several researchers have come up with different definitions of consumer behaviour. Keeping in 
view all of the definitions, it can be concluded that consumer behaviour is actually an act of buying 
a particular product or service. Consumer psychologists are not only interested in consumer 
behaviour but they are also keenly interested in gathering and analysing information related to 
consumers’ selection of a particular service provider/retail outlet (Murray, 1991), different actions 
performed by consumers prior to their actual purchase (Priem, 2007), and the aspects related to 
their purchase decision (Eckman, Damhorst, & Kadolph, 1990). Mittal (1989) points out some of 
the actions that are taken by consumers prior to an actual purchase, such as a search for relevant 
information on the internet or in consumer magazines and consultation of friends, colleagues, or a 
partner about the options available. Gupta et al. (2004) further add that the consultation process 
helps in narrowing down the number of brands and manufacturers to choose from. After this, the 
consumer decides to visit one or more showrooms or retail outlets, where he/she also consults the 
sales representatives at the outlet and asks various questions about aspects of the product, such as 
warranty/guarantee, prices, installation, and delivery time. The authors conclude that at the end of 
the consultation with the sales representative, the consumer finally makes a decision to buy a 
particular brand and proceeds with the payment.  
As discussed earlier, consumer psychology is not only related to consumer attitudes but also with 
all aspects of consumers’ purchase decisions. Most of the research studies (Sargunani & Bruce, 
2015) usually select a behaviour with a particular interest and examine only the factors that affect 
the behaviour as per the research questions. Solomon (2008) argues that every behaviour involves 
a choice which is not usually clearly recognized. In the literature on consumer psychology and 
behavioural patterns (Baumeister, Sparks, Stillman, & Vohs, 2008; Bearden & Netemeyer, 1999; 
Belk, 1974; De Mooij, 2010; Foxall, 1990; Foxall, Goldsmith, & Brown, 1998; Kacen & Lee, 2002; 
Maheswaran & Shavitt, 2000; Oliver, 2014; Sirgy, 1982; Venkatesh et al., 2012), two different 
types of behaviour can be found: single-option behaviours and behaviours that involve two or more 






decisions involve both types of behaviour in a single purchase. For example, if a person is thinking 
about buying a new mobile phone, the decision to either buy or not buy a mobile phone is based 
on single-option behaviour. However, after consulting and taking suggestions from different 
people, the choice of the brand of mobile phone is based on multiple alternatives. Baumeister et al. 
(2008) found that even if a purchase decision is based on multiple alternatives, it is ultimately 
reduced to a single-option decision. The authors further add that there is a possibility of having a 
single-option behaviour in the shape of either buying or not buying after going through the 
preliminary stages. So better understanding of both concepts, i.e. single-option behaviours and 
behaviours based on multiple alternatives, is crucial.  
2.6.1. Single-option Behaviours 
If a certain single instance of a behaviour takes place at a certain time and place then it is observable 
and is regarded as a single-option behaviour (Ajzen & Fishbein, 1980). Researchers into consumer 
psychology (Ajzen, 1988; Ajzen & Fishbein, 1980) argue that purchase behaviours are targeted 
towards a particular brand or service outlet. The authors further add that purchase behaviours 
usually comprise four different elements: action performed, target, context, and time in which the 
action is performed. Ajzen (2008) mention in their research that an action performed is actually 
composed of activities such as buying or searching for the information related to the intended 
product or service. Furthermore, target refers to the goal at which the action is directed. Ajzen 
(2008) argues that context is the place where the action is performed, such as a retail outlet or 
online shop. The varying levels of specificity and generality help in defining and understanding all 
four elements of purchase behaviour. For example, if an analysis is to be made about the extent to 
which consumers search for particular information (action) for a mobile phone model (target) on 
an online retail site (context) during the weekend (time), all the elements of consumer purchase 
behaviour can be easily defined by the levels of specificity (Ajzen, 2008). Ajzen (2008) points out 
that the illustrated case is much more narrowly defined in the context of consumer behaviour and 
therefore has little theoretical significance. The author further adds that it can be made more 
focused and meaningful by saying that the consumer is searching for information on an online 
platform for a particular product or service in the timespan of two weeks. In this example, the 






same as before, i.e. online. However, the time element has changed in this example as the search 
is expanded to two weeks. Furthermore, in this example another difference lies within the target 
element as it has now been generalized whereas previously it was related to all mobile phones. 
Ajzen (2008) identifies another approach to single-option behaviour by generalizing the context; 
for example, searching for information related to mobile phones over six months. Here, in this 
example, the timespan is now six months and the action element is searching for information along 
with the narrowly defined target, i.e. mobile phones; the main difference between this example and 
the previous ones lies within the context as in this example the consumer is searching for 
information from different sources such as magazines, TV ads, product manuals, online, or any 
other source. It is also important to mention that consumers act and behave differently for different 
categories of products. For example, consumers behave differently for a mobile phone purchase 
than they would for a purchase of an automobile. Baumeister et al. (2008) argue in their research 
that there are various factors involved for different consumer behaviours for different product 
categories, such as level of risk involved, price of product or service, and the ultimate importance 
of the product/service. 
2.6.2. Choice Behaviours 
Single-option behaviours have already been discussed and in single-option behaviours, there is 
high level of generalizability. The theoretical significance of single-option behaviours can be 
generalized to a wider population. Luce (2005) argues that single-option behaviours for buying 
products such as mobile phones, investment plans, credit cards, and life insurance policies have the 
options of buying or not buying. However, studies of consumer buying behaviours in situations 
that have multiple options, such as the research of Brewer and Kramer (1986), have a lower level 
of generalizability. The authors also point out that in choice behaviours, it is important to answer 
questions such as why the consumer is more interested in buying a particular brand rather than the 
other alternatives available in the market, why they select a particular service such as a specific 
medical treatment over the other available options, and why they choose to fly with one particular 
airline instead of many other airlines on the same route. Degeratu, Rangaswamy, and Wu (2000) 
argue that the study of choice behaviours is also backed by the understanding of target, context, 






Koppelman (1999) give the example of a consumer choosing a particular airline for his/her 
international travel but at the same time he/she might prefer a different airline for his/her domestic 
travel. Huber and Zwerina (1996) stress the importance of keenly exploring consumers’ choice 
behaviours in order to design better marketing and promotional strategies. 
2.6.3. Determinants of Consumer Behaviour 
A consumer has to face to various crucial challenges prior to make a final purchase decision 
(Solomon, Russell-Bennett, & Previte, 2012). Pardalos, Siskos, and Zopounidis (2013) argue that 
the biggest challenge for consumers is related to problem structuring. The authors further add that 
problem structuring is one of the initial stages in making final purchase decision. Problem 
structuring includes steps such as being aware of a particular need to be fulfilled (Montibeller, 
Belton, Ackermann, & Ensslin, 2008), the availability of the solutions to the identified need 
(Kuusela, Spence, & Kanto, 1998), getting information related to the products or services available 
to fulfil the need (Ajzen, 2008), searching for other alternatives (Abualsamh, Carlin, & McDaniel, 
1990), and identifying the future outcomes of a particular purchase decision or the consequences 
of purchasing the chosen product or service (Coupey, 1994). Mansfeld (1992) argues that the 
consumer is further involved in processing the collected information after structuring the identified 
problem and consumers tend to choose a preferred course of action upon processing the collected 
information. In the end, the consumer implements his/her final purchase decision at the most 
suitable time as per his/her circumstances (Blythe, 2008). Huang, Lurie, and Mitra (2009) also 
highlight an important determinant of consumer behaviour in the shape of consumer feedback, 
which results from the purchase of a particular product or service. The authors add that consumer 
feedback is actually the re-evaluation of the purchase decision, and there could be two possible 
actions after the feedback, i.e. being satisfied with the purchase or returning the product to the store 
from which he/she made the purchase. Park and Kim (2008) argue that all the information that a 
consumer collects and processes during each step of making the purchase decision helps the 






2.7. Theories Explaining the Attitude-Behaviour Relationship in Mobile Advertising 
The area of mobile advertising has had the attention of researchers and marketers around the globe 
since the early 2000s, and one of the very first articles on the topic was published in 2002 by with 
the title “Permission-based mobile advertising” (Barwise & Strong, 2002). Most of the early 
research studies were targeted towards exploring the factors that affect consumer attitudes and 
acceptance of mobile advertising. All the early research studies further established the need for in-
depth investigation of this area. There is no clear consensus among researchers about any specific 
theory of attitude in the context of mobile advertising or the acceptance of this medium. Most of 
the early research studies were based on the theories underpinning internet/online advertising and 
even traditional advertising (Bauer et al., 2005; Muk, 2007; Okazaki, 2006; Tsang et al., 2004). 
There are many theories that have been previously discussed by various researchers in the field of 
online/internet advertising, mobile advertising, and advertising in general but the most commonly 
used theories are the diffusion of innovations (Rogers, 2003b), the theory of reasoned action 
(Fishbein & Ajzen, 1975), the technology acceptance model (Davis, 1989), the uses and 
gratifications model (Katz, Blumler, & Gurevitch, 1974), and the extended technology acceptance 
model (Venkatesh & Davis, 2000). In all of these theories, in most of the advertising research in 
general, and in mobile advertising research in particular, attitude is considered to be the most 
important contributor to consumer behaviour and behavioural intention (Ajzen, 1988; Fishbein & 
Ajzen, 1975). Therefore, the factors influencing consumers’ attitudes are regarded as the most 
influential in advertising research (Merisavo et al., 2007). Among all of the above-mentioned 
theories, the theory of reasoned action (TRA) is most commonly employed to explore factors 
affecting attitudes towards mobile advertising and attitude-behaviour relationships.  
2.7.1. Theory of Reasoned Action (TRA) 
The theory of reasoned action (TRA) basically assumes that a rational individual normally makes 
a cost/benefit analysis for a particular behaviour and he/she thinks carefully about how others in 
his/her social circle will view the behaviour under consideration. It is generally regarded as a well-
established theoretical behaviour which is capable of explaining and predicting human behaviour 
under different circumstances (Ünal, Ercis, & Keser, 2011). In general, there are four main 






the behaviour itself. Ünal et al. (2011) argue that attitudes are basically the results generated by the 
prior information an individual has about an object. This means that attitudes can be based on the 
information we generally receive from various external resources, such as salespeople, advertising, 
and trusted friends or family members. This information can also be recalled from our memory. 
Petty and Cacioppo (1996) conclude in their research that TRA specifies how different beliefs 
constitute in the overall evaluation of behaviour under consideration.  
Subjective norms are regarded as the second contributor/predictor of an individual’s behavioural 
intentions. Subjective norms (SN) refer to an individual’s perception about a particular 
phenomenon which is based on what other people who are important to him/her think. In other 
words, the behaviour of an individual is based on the thinking of the people around him/her. 
Fishbein and Ajzen (1975) conclude in their research that an individual’s subjective norms are 
based on that person’s motivation to comply with each of the referent and normative beliefs that 
referents endorse performing behaviour. Many of the previous studies empirically support TRA by 
mentioning that subjective norms and consumers’ attitudes towards behaviour are the strongest 
contributors in consumers’ behaviour or behavioural intentions (Ajzen, 1988; Bauer et al., 2005; 
Gentry & Calantone, 2002; Muk, 2007; Tsang et al., 2004). Doswell, Braxter, Cha, and Kim (2011) 
argue in their research that an individual’s voluntary behaviour can be best understood by TRA. 
The authors further add that TRA helps in explaining the basic motivation of individuals to perform 
a particular action. Ajzen and Madden (1986) found that the actual behaviour of individuals is 
usually preceded by their intention to perform a certain behaviour. In the literature of consumer 
psychology and consumer behaviour, these intentions are referred to as behavioural intentions. 
Cronin, Brady, and Hult (2000) argue that behavioural intentions result from the belief that specific 
outcomes are caused by performing certain behaviours. Authors such as Boulding, Kalra, Staelin, 
and Zeithaml (1993) have given utmost importance to behavioural intentions as, according to them, 
behavioural intentions are determined by subjective norms and attitudes towards behaviours. Webb 
and Sheeran (2006) add that increased efforts from consumers to perform a certain behaviour are 
linked to behavioural intentions, and this eventually leads towards actual behaviour occurrence. 
Both subjective norms and consumer attitudes include the function of behavioural intentions 
(Mittal, Kumar, & Tsiros, 1999). However, in terms of predicting consumer behaviour, attitudes 






Most TRA theorists (Hale, Householder, & Greene, 2002; Madden, Ellen, & Ajzen, 1992; Montano 
& Kasprzyk, 2015; Oliver & Bearden, 1985; Sheppard, Hartwick, & Warshaw, 1988; Vallerand, 
Deshaies, Cuerrier, Pelletier, & Mongeau, 1992) agree that certain conditions can affect the 
relationship between behaviour and behavioural intentions. The first of the three conditions 
identified by Madden et al. (1992) stresses that the measure of behavioural intention must be in 
line with the levels of specificity. This means that behavioural intentions must be equally specific 
in order to predict a certain behaviour. The second condition that can affect the relationship 
between consumer behaviour and behavioural intentions stresses maintaining the stability between 
performance of behaviour and time of measurement (Madden et al., 1992). This means that 
behavioural intention must remain the same from the time the behaviour is intended to the time a 
specific behaviour is actually performed. The third condition identified by Madden et al. (1992) 
relates to the degree of volitional control of the consumer. This means that the consumer should 
always have control over the performance of a specific behaviour. Madden et al. (1992) further add 
that all of these conditions must be met – from the initial stages of verbal responses until the actual 
occurrence of the behaviour. TRA has been applied by various researchers (Bagozzi, Baumgartner, 
& Yi, 1992; Bagozzi, Wong, Abe, & Bergami, 2000; Fishbein & Middlestadt, 1989; Hansen, 
Jensen, & Solgaard, 2004; Jemmott & B., 1991; Manstead, Proffitt, & Smart, 1983; Shimp & 
Kavas, 1984) to explore specific kinds of behaviour such as sexual behaviour, consumer behaviour, 
and communication behaviour. The researchers used TRA not only to better understand behaviours 
associated to dangers/risks but also used this theory to assess deviant behavioural patterns. 
However, other researchers have applied TRA to study rational and normative types of actions. 
Hale et al. (2002) argue that behaviours can be measured objectively by using TRA without 
considering prior intentions. But most researchers, such as Madden et al. (1992), have given 
behavioural intentions more importance as they are assessed as playing a crucial role in behavioural 
performance. The following sections outline some of the fields in which TRA has been applied.  
Communication Behaviour 
Various researchers have applied TRA in studying communication behaviour (Madden et al., 1992; 
Montano & Kasprzyk, 2015; Sheppard et al., 1988). Richardson, Wang, and Hall (2012) used TRA 






how hazing is an activity enacted by some individuals with the purpose of degrading, endangering, 
abusing, and humiliating the victims. The authors add that the importance of studying hazing in the 
US has increased with the rising number of incidents of harming and even killing of students in 
various colleges and universities. Richardson et al. (2012) explain the term ‘whistle-blowing 
intention’ as a person sharing inside or unique information by using public communication with 
the purpose of highlighting wrongdoing or problems in an environment. Richardson et al. (2012) 
argue that whistle-blowing and hazing have a strong relationship with each other as the person who 
has the information about hazing can come forward to officials, who can reduce the chances of 
hazing incidents by using the information provided by the whistle-blower. The authors found that 
studying whistle-blowing using TRA enabled the development of a framework for officials, which 
they can use to predict whether students will come forward to report hazing incidents or not. The 
authors conclude in their research that the application of TRA in this context can truly help in 
predicting whistle-blowing intentions, although the relationship between whistle-blowing and 
hazing is highly dependent upon the severity of a particular hazing incident. During their study, 
Richardson et al. (2012) surveyed 259 Greek students studying in the US. The questions in the 
study questionnaire measured different aspects of TRA, such as subjective norms, normative 
beliefs, outcome evaluations, behavioural beliefs, consequences, and motivations towards certain 
behaviours. The respondents were asked to answer different statements on a seven-point scale. 
Richardson et al. (2012) aimed to identify the relationship between attitudes towards group 
affiliation, dangerous activity, hazing, and whistle-blowing and the likelihood of actual reporting 
or whistle-blowing to concerned authorities at the university. The authors also found in their 
research that the respondents were concerned about the attitudes of other students towards them if 
they reported hazing or problematic incidents to university officials. 
In the literature of communication research, TRA is also used to study communication behaviours 
within corporations. Hale et al. (2002) highlight that knowledge sharing within the corporate sector 
has been studied with the help of TRA. Ho, Hsu, and Oh (2009) conducted a study in which they 
constructed knowledge-sharing process with the application of TRA and game theory. The model 
proposed by Ho et al. (2009) has two crucial aspects. The first captures the psychological feelings 
of individuals, such as subjective norms and attitudes, and the second is targeted towards not only 






by Ho et al. (2009) concludes that TRA has a higher level of accuracy and efficiency than that of 
its predecessor, game theory. Ho et al. (2009) also found that individuals usually do not analyse 
the decisions of others. However, the higher presence of indirect decision makers in organizations 
can lead to a lower level of knowledge sharing inside the organization (Ho et al., 2009). So in order 
to have a knowledge-sharing environment within an organization, managers must avoid the 
presence of indirect decision makers in organizational projects. 
Consumer Behaviour 
TRA has also previously been used to study consumer behaviour in various ways. Shimp and Kavas 
(1984) applied the TRA framework in order to study coupon usage by consumers. The authors 
argue that TRA is equally important for studying both consumer behaviour and marketer behaviour. 
Shimp and Kavas (1984) regard coupon usage as a thoughtful, rational, and systematic behaviour. 
The authors found the application of TRA to be an effective and useful way of studying coupon 
usage as it helped them to examine consumers’ intentions towards using coupons. Shimp and Kavas 
(1984) further add that TRA helps in clarifying the question as to whether coupon usage intentions 
are backed up by consumers’ attitudes or the opinions of others around them in their social circle. 
Shimp and Kavas (1984) also found in their research that coupon usage by consumers is actually 
because of consumers’ personal beliefs, which are based on the perceived benefits of using coupons 
by putting the extra effort to clip coupons from magazines. The authors add that the personal beliefs 
of consumers have the tendency to influence consumers’ thoughts about the reactions from people 
around them related to their usage of coupons. The data was collected by Shimp and Kavas (1984) 
by surveying 770 households. The authors tried to examine various aspects of TRA by anticipating 
the responses from participants of the study. The results of the study highlight that consumers’ 
norms are affected by both their personal beliefs and internalization of other people’s beliefs about 
a particular behaviour. They conclude in their research that a partner’s satisfaction and appreciation 
for coupon usage also creates a more positive attitude among individuals. 
The framework of TRA has also been used by researchers such as Ha (1998) for redefining the 
concept of brand loyalty. In light of TRA, it is clear that subjective norms and attitudes towards 
purchases are antecedents of purchase behaviour (Kim & Choi, 2005). Ha (1998) used the 






The author found that consumers tend to be more loyal towards a brand when they have favourable 
attitudes and behaviours towards that brand. The study conducted by Ha (1998) was based on three 
different variables – subjective norms, attitudes, and purchase behaviour – and eight different 
combinations of brand loyalty. Ha (1998) concludes in his research that marketers must reassess 
brand loyalty among their customers when they show loyalty to only one of the three variables. 
Furthermore, the author adds that marketers must not be discouraged by a trend of temporary 
disloyalty from their customers. According to Ha (1998), the primary focus of marketers should be 
on creating positive attitudes among their customers towards particular brands and at the same time 
they should work to adjust their brands towards the social norms of their customers. 
Critique of TRA 
The performance of any voluntary act can be predicted by the efficient measurement of a person’s 
behavioural intentions (Ajzen & Fishbein, 1980). Furthermore, the prediction of behavioural 
intentions can be done only if the intentions are changed before the actual performance of an act. 
It is also important that the measurement of behavioural intentions should not be corresponded with 
behavioural criteria in terms of context, target, specificity, time frame, and action (Budd, 1987). 
Many researchers (Bagozzi, 1993; Budd, 1987; Kippax & Crawford, 1993) have also criticized 
TRA and highlighted the various limitations and inadequacies of this theory. Kippax and Crawford 
(1993) point out some of the major problems with TRA, such as the fact that connections between 
individuals at both social and interpersonal levels are ignored in TRA. Furthermore, the authors 
argue that TRA recognizes the crucial nature of social norms, but the strategies used in TRA are 
limited just to individual perceptions of social phenomena. Kippax and Crawford (1993) argue that 
TRA has been found to be incapable of explaining the social nature of change and social processes 
of change. Researchers such as Budd (1987) argue that the impact of consumer intentions on their 
behaviours also depends on past behaviours, as the continuation of past behaviours becomes a habit 
for consumers. Bagozzi (1993) also found that the continuation of past behaviours makes the 
performance of the behaviours less rational. The author further argues that behavioural intentions 
have a direct impact on consumer behaviour only on a short-term basis. Furthermore, concerns are 
raised due to the analysis of the conceptual basis of the theory. Bagozzi (1993) criticizes TRA and 






theory. Kippax and Crawford (1993) argue that TRA is more focused on analytic truth rather than 
focusing on synthetic one. Budd (1987) found that the results generated by the application of TRA 
are only true by definition, rather than being through observations. Hence, it can be said that the 
framework of TRA cannot be said truly unfalsified.      
2.7.2. Technology Acceptance Model 
Along with TRA, the technology acceptance model (TAM) is also employed in many research 
studies conducted in the area of mobile advertising (Bauer et al., 2005; Muk, 2007; Wu & Wang, 
2005; Yang, 2007). Although TRA has been employed in various research studies, researchers like 
Sheppard et al. (1988) have point out some limitations to it. The authors argue that an individual’s 
perceived behaviour control is not considered in TRA. Moreover, some of the factors that are 
outside of a person’s volitional control have a significant impact on an individual’s actions. These 
factors are not accommodated in TRA. Therefore, Davis (1989) introduced TAM, which helps in 
predicting a person’s behaviour or behavioural intentions based on two major beliefs: perceived 
ease of use and perceived usefulness. This theory further extends the fact that an individual’s use 
of technology is largely predicted by these two beliefs (i.e. perceived ease of use and perceived 
usefulness). Perceived ease of use is defined by Davis (1989) as the extent to which a person 
believes that using a particular technology will be free of any sort of extra effort, whereas the author 
defines perceived usefulness as the extent to which a person believes that using a particular 
technology will help in enhancing his/her job performance. Venkatesh and Davis (2000) argue that 
TAM lacks social influence factors that can help in explaining an individual’s adoption of any new 
technology. Therefore, the original TAM was extended by Venkatesh and Davis (2000) by adding 
cognitive instrumental processes (i.e. perceived usefulness, job relevance, and output quality) and 
social influence processes (i.e. social status and social image). The authors named this theory 
TAM2 or extended TAM. 
Several researchers (Chau, 1996; Dishaw & Strong, 1999; Gefen & Straub, 1997; Hu, Chau, Sheng, 
& Tam, 1999; Koufaris, 2002; Lederer, Maupin, Sena, & Zhuang, 2000; Legris, Ingham, & 
Collerette, 2003; Pavlou, 2003; Straub, Keil, & Brenner, 1997; Venkatesh & Bala, 2008) replicated 
the original version of TAM in order to explore the relationship between ease of use, system use, 






instrument used by Davis (1989) to test its validity robustness. The work of Davis (1989) was also 
replicated by researchers such as Adams, Nelson, and Todd (1992) in order to demonstrate the 
reliability and validity of the measurement scale and instrument used by Davis (1989). Adams et 
al. (1992) moved further by using two different samples and different settings in order to test the 
reliability and internal consistency of Davis’s (1989) scale. Several other researchers, such as 
Hendrickson, Massey, and Cronan (1993) and Szajna (1994), tested the scale used by Davis (1989). 
In the study conducted by Hendrickson et al. (1993), significant test-retest reliability and a high 
level of reliability was found. Furthermore, Szajna (1994) found a high level of predictive validity 
in the scale used by Davis (1989) for variables such as attitude towards use, intent to use, and self-
reported use. Both of these studies (Hendrickson et al., 1993; Szajna, 1994) supported the use of 
the Davis instrument and validated the use of the scale for different populations of users. 
The work of Davis (1989) was not only retested once, but some other researchers, such as Segars 
and Grover (1993), also examined the work of those authors (Adams et al., 1992) who had 
previously retested the work of Davis (1989). Segars and Grover (1993) critically analysed the 
work of Adams et al. (1992) and examined the measurement model and its constructs such as ease 
of use, usefulness, and effectiveness. The findings of Segars and Grover (1993) are not yet regarded 
as a replication of Davis’s work. However, the findings of Segars and Grover (1993) are also tested 
and supported by Workman (2007). Workman (2007) put his efforts into separating the dependent 
variables into technology use versus information technology. As was earlier discussed, the original 
work of Davis (1989) was also extended by various researchers. Venkatesh and Davis (2000) 
extended the TAM model in order to explain the usage intentions and perceived usefulness in terms 
of cognitive instrumental processes and social influence. Venkatesh and Davis (2000) referred to 
the new extended model as TAM2, and they tested TAM2 in both mandatory and voluntary 
settings. The results of their study strongly supported the extended model of TAM2. Later, 
Venkatesh, Morris, Davis, and Davis (2003) put their efforts into integrating different competing 
models of user acceptance by introducing the unified theory of acceptance and use of technology 
(UTAUT). In the study of Venkatesh et al. (2003), UTAUT outperformed different individual 
models of user acceptance. Furthermore, some researchers from the healthcare field (Huser, Narus, 






Critique of TAM 
Despite the fact that TAM has been widely used by various researchers in the area of marketing 
communications, TAM is also criticized by various other researchers (Bagozzi, 2007; Benbasat & 
Barki, 2007; Chuttur, 2009; Hu et al., 1999; Legris et al., 2003; Tero, Kari, Heikki, & Seppo, 2004; 
Wu & Wang, 2005). The continuous criticism has forced the original proposers of TAM to redefine 
the theory several times. Chuttur (2009) criticizes the triviality, predictive power, explanatory 
capability, practical value, and heuristic value of TAM as a theory. Benbasat and Barki (2007) 
argue that TAM has diverted the attention of researchers from crucial issues and presented an 
illusion of progress in knowledge accumulation. Furthermore, Benbasat and Barki (2007) add that 
the extended and replicated work on TAM has created confusion and theoretical chaos. According 
to Bagozzi (2007), the social progress of information system (IS) development and implementation 
is ignored in TAM, and the theory is focused more towards an individual user of a personal 
computer and his/her perceived usefulness of the technology. Other researchers, such as Lunceford 
(2009), argue that the framework of TAM ignores some crucial factors, such as structural 
imperatives and cost, which have the ability to influence the users in the adoption of new 
technology. Legris et al. (2003) add that only 40% of the use of technology systems is accounted 
for by TAM and TAM2. Furthermore, Hu et al. (1999) applied TAM in their study related to 
telemedicine. Hu et al. (1999) found that perceived ease of use was not a contributing determinant 
of usage intention and attitudes. The same trend is found in the study of Tero et al. (2004) on online 
banking and that of Wu and Wang (2005) on mobile commerce. 
2.7.3. Internet Advertising Model 
In addition to TAM, extended TAM, and TRA, the internet advertising model (IAM) by Ducoffe 
(1996) has also been used by various researchers in the area of internet/online advertising and 
mobile advertising (Rodgers & Thorson, 2000; Yang et al., 2013). Initially, Ducoffe (1996) 
introduced IAM to traditional advertising in an effort to explore the effect of perceived value of 
advertising on consumer attitudes. But later he tested his initial model on internet advertising 
(Ducoffe, 1996). IAM and TRA both regard attitude as the crucial determinant in predicting the 
behavioural intentions of consumers. But at the same time, there are some differences between 






attitudes towards internet advertising, rather than testing the relationship between attitudes and 
behaviour. Secondly, the main focus of IAM is attitude towards internet advertising in general, 
rather than focusing on any specific type of internet advertising such as keyword ads, banner ads, 
or email ads, which is the main focus of TRA. So Ducoffe’s (1996) model is widely used to find 
the antecedents of attitude towards internet/online advertising but not for exploring the attitude-
behaviour relationship. Ducoffe (1996) presents four crucial consumer beliefs about internet 
advertising, which can directly affect their attitude towards internet advertising: irritation, 
information, entertainment, and credibility. Various other researchers have also employed these 
beliefs in their studies to test attitudes towards the internet and mobile advertising (Barwise & 
Strong, 2002; Bauer et al., 2005; Tsang et al., 2004).  
2.7.4. Uses and Gratifications Model 
The uses and gratifications (U&G) perspective majorly focuses on a person’s media uses and their 
needs gratification (Severin & Tankard, 2001). The U&G model basically explains the motivation 
of consumers to use a certain type of media for their needs gratification. In light of the U&G 
perspective, Katz et al. (1974) argue in their research that media users are normally goal directed 
and they tend to want to gratify their needs actively. The authors also suggest that most media users 
are very well aware of their needs and they select the most appropriate media to gratify their needs. 
Most of the previous studies that were based on the U&G perspective present different motivational 
factors for consumers’ uses of different types of media, such as the internet, mobile phones, 
television, and newspapers (Hanjun, Chang-Hoan, & Marilyn, 2005; Jun & Lee, 2007; Korgaonkar 
& Wolin, 1999; Leung & Wei, 2000; Luo, 2002). Korgaonkar and Wolin (1999) present some 
crucial motivational items for the use of media, such as transactional security, interactive control, 
information, social escapism, economic motivation, socialization, and non-transactional privacy. 
Korgaonkar and Wolin (1999) argue that people use the internet to satisfy different kinds of need, 
for example to seek entertainment, to retrieve information, or to escape. The motivational items 
identified by Korgaonkar and Wolin (1999) are crucial predictors in assessing the effectiveness of 
internet advertising. Luo (2002) argues in his research that irritation, entertainment, and 
informativeness are crucial contributors to assessing consumer attitudes towards internet/online 






important to mention that these three contributors identified by Luo (2002) are same as the 
predictors identified by previous attitude studies based on TRA (Fishbein & Ajzen, 1975) and IAM 
(Ducoffe, 1996). 
Assumptions of the Uses and Gratifications Model 
The distinct feature of the U&G model lies within the higher level of power which is given to 
consumers, which helps them to make better choices about the types of media they are exposed to 
(Ruggiero, 2000). Lometti, Reeves, and Bybee (1977) highlight that the basic assumption of the 
U&G model is that consumers have a clear intent about their choices. These distinctive features of 
the U&G model place this theory in a contrasting position to other theories in the same field, such 
as mass society theory (Rubin, 2009). In light of mass society theory, authors such as McQuail 
(1994) state that consumers are usually victims of mass media that can be easily manipulated by 
the corporate sector. Researchers who have largely applied mass society theory in their research 
studies argue that every individual has a different perspective in order to make choices about media 
selection and this is entirely based on their self-esteem and intelligence. West and Turner (2006) 
highlight some of the basic assumptions of the U&G model; for example, the audience has the 
power to make an assessment and value judgement of content played on any media, the use of 
media is goal-oriented in the eyes of consumers, media has competitive power against all other 
sources of consumers’ need satisfaction, and the audience has the power to make all decisions 
linking medium choice and need gratification. 
Application of the Uses and Gratifications Model 
Several previous researchers have applied the U&G model in different areas of study, such as 
mobile device usage (Nysveen, Pedersen, & Thorbjørnsen, 2005), internet usage (Papacharissi & 
Rubin, 2000), social media usage (Whiting & Williams, 2013), internet gaming (Yee, 2006), and 
mobile gaming (Wei & Lu, 2014). As discussed earlier, mobile devices are comparatively new 
technology and researchers have attached various uses and gratifications to this technology. 
Nysveen et al. (2005) argues that the distinctive features of mobile devices, such as constant access 
and mobility, have expanded this area of study in a small amount of time, and researchers are 






identify some of the major uses and gratifications of mobile device usage, such as mobility, status 
symbol, fashion, entertainment, affection, constant access, instrumentality, and sociability. 
Ruggiero (2000) further adds that factors such as types of audience and location make significant 
differences for uses and gratifications. For example, the use of mobile devices while travelling on 
trains, buses, and cars is associated with the mobility factor of U&G; using mobile devices for 
business purposes, such as communicating with business partners, is related to the instrumentality 
factor of U&G; and being in touch with family members through mobile devices is associated with 
the affection and mobility factor of U&G. Grellhesl and Punyanunt-Carter (2012) studied the 
functions of text messages using the U&G model. The authors explored the uses, gratifications and 
crucial gender differences in the use of text messages through mobile devices. Grellhesl and 
Punyanunt-Carter (2012) conclude their research by presenting eight major uses and gratifications 
of text messages – accessibility, relaxation, escape, entertainment, information seeking, business 
coordination, socialization, and status seeking – and ranked these uses and gratifications as per 
their relative importance to customers. Grellhesl and Punyanunt-Carter (2012) also explored 
gender differences in uses and gratifications among undergraduate students. The results of the study 
highlighted that women scored higher than men for U&G of business coordination, escape, 
relaxation, and mobility.  
Stafford, Stafford, and Schkade (2004) applied the U&G model to explore internet usage. The 
authors found three crucial categories of uses and gratifications for internet usage: social 
gratification, content gratification, and process gratification. According to Stafford et al. (2004), 
social gratification refers to the uses that have the purpose of deepening and even forming the social 
ties. Furthermore, content gratification refers to the use of the internet for the purpose of finding 
specific material and information to research a particular topic (Stafford et al., 2004). In order to 
reduce uncertainties in explaining media usage, the U&G model was also applied by Larose, 
Mastro, and Eastin (2001), who identified several measures to increase the level of self-efficacy 
and also applied the U&G model to study negative aspects of online behaviours. 
The recent wave of popularity of social networking websites, such as Facebook and Twitter, means 
that several researchers (Leung, 2013) have put their efforts into studying social media usage by 






the uses and gratifications related to posting content on social media platforms. Furthermore, Hur, 
Kim, Karatepe, and Lee (2017) applied the U&G model to study the impact of age on social media 
usage. Deursen, Bolle, Hegner, and Kommers (2015) identified some of the crucial motivations 
behind social media usage, such as fulfilment of cognitive needs, entertainment, recognition, 
venting of negative feelings, and seeking affection. Hong and Chiu (2016) found that web forums 
are majorly used for venting negative feelings about various topics such as political thoughts. Hur 
et al. (2017) argue that the use of web forums for expressing negative thoughts is due to the fact 
that web forums are a form of one-way communication where nobody can directly oppose the 
thoughts of the person who has posted. Hong and Chiu (2016) conclude in their research that social 
media usage also helps users to satisfy their compulsion for addictive behaviours and cures their 
loneliness. Davenport, Bergman, Bergman, and Fearrington (2014) argue that the U&G model is 
also differed by the category of narcissism as well as variables such as location, gender, and 
audience. The authors further present four different types of narcissistic personality: hungry for 
vanity, exploitative, exhibitionistic, and feeling superior. Sheldon and Bryant (2016) also claim 
that uses and gratifications differ depending on the type of narcissism. The authors further explain 
that for users who tend to be more exhibitionistic, their usage of social media is targeted towards 
expressing their negative feelings, showing affection, and a desire to be known to others. For people 
who have a strong feeling of being superior to others, their use of social media has cognitive 
motivations (Alhabash, Chiang, & Huang, 2014). Attention and recognition are the main reasons 
for vain narcissists using social media, whereas exhibitionists use social media for all the reasons 
that are attached to other narcissists.  
A new wave of research studies is also exploring the usage of online and mobile games (Wei & 
Lu, 2014; Yee, 2006). Li, Liu, Xu, Heikkilä, and van der Heijden (2015) found that social 
interactions, feelings of achievement, and elements of enjoyment are some of the major motivations 
for people to play online and mobile games. The authors further add that these motivations not only 
influence the users to play online and mobile games but also contributes to their continuance and 
success at the games. Rauschnabel, Rossmann, and Dieck (2017) recently applied the U&G model 
to study user behaviours for Pokémon Go. The authors conclude in their study that factors such as 
social image, nostalgia, physical activity, enjoyment, normative influences, and feelings of 






found some factors, such as perceived physical risk, that can weaken the usage. In the study 
conducted by Rauschnabel et al. (2017), the applicability of the U&G model proved to be quite 
efficient in studying the usage patterns and user behaviours for mobile gaming.  
Critique of Uses and Gratifications Model 
The U&G model has also faced criticism from various researchers since its inception. Authors such 
as Stacks and Salwen (2014) argue that the U&G model does not fulfil the standards of being a 
theory. Lometti et al. (1977) regard the U&G model as a mere strategy for data collection and as 
an analysis approach rather than a complete theory. Moreover, Lometti et al. (1977) add that the 
U&G model is largely based on the researcher’s personal inputs rather that decisions based on the 
research subjects. Ruehl and Ingenhoff (2015) point out that there are higher chances of conflation 
of channels and gratifications by the application of the U&G model as the earlier studies required 
the participants to identify the uses and gratifications for particular channels of communication. 
The authors further add that the number of gratifications can be overestimated, which makes the 
analysis of in-depth interviews problematic. Hur et al. (2017) argue that the age of the users is also 
an important factor in identifying the uses and gratifications, as people from different age groups 
can have different uses and gratifications. Ruggiero (2000) argues that the nature of uses and 
gratifications is purely individualistic, which makes the collection of information more difficult. 
The author further adds that the self-reports of the studies are immeasurable and most of the 
researchers rely majorly on recollections rather than data itself. Rubin (2009) argues that hegemony 
advocates from media industry have also denounced the U&G model as the model strongly claims 
that people are free to make their choices regarding media and also free in their interpretations. The 
authors further add that every individual has unique uses and gratifications for particular 
phenomena which are based on his/her circumstances. 
Chan (2017) adds that the U&G model is more of a sociologically based theory and the weak 
analytical mode and vague operational definition of the theory make it less useful for understanding 
consumer psychology. McQuail (1994) argues that the U&G model neglects the social structure 
and relies heavily on individual perceptions. Furthermore, Ruggiero (2000) argues that the U&G 
model is individualistic in its methodological tendencies and has little theoretical coherence. 






blurred in drawing the line between uses and gratifications. Despite criticism of the U&G model, 
the theory has gained serious interest from various researchers and practitioners with advancements 
in communication technology. At the same time, it is hard to believe that consumers who have 
more than 100 cable channels on their televisions and unrestricted access to mobile devices do not 
have free will in making their decisions. Furthermore, Bernstein, Bakshy, Burke, and Karrer (2013) 
believe there is a clear difference between terms such as audience and users. Bernstein et al. (2013) 
urge that usage is not a passive reception, rather it is a volitional action. 
2.7.5. Diffusion of Innovation Theory 
In an effort to explore the factors influencing the adoption of new communication technologies, 
the diffusion of innovation theory has been widely used in the past. Rogers (2003b) argues in his 
research that there are four crucial factors that can influence the adoption of innovation. He 
concludes that an innovation is adopted more rapidly than other innovations if it has been perceived 
by receivers to have greater observability, greater compatibility, relative advantage, and less 
complexity. According to Rogers (2003b, p. 14), diffusion is defined as “the process by which an 
innovation is communicated through certain channels over time among the members of a social 
system”. The author defines innovation as an idea which is perceived by people to be new. The 
author adds that there are five different types of adopters for new technology: innovators, early 
adopters, early majority, late majority, and laggards. It is undeniably true that mobile advertising 
is a relatively new advertising technique and the adoption of mobile advertising is still in an 
embryonic stage. In this scenario, the diffusion of innovation theory can help in understanding 
consumers’ acceptance of mobile advertising. In light of the diffusion of innovation theory, there 
are five crucial factors that can influence the diffusion of mobile advertising: observability, 
compatibility, trialability, relative advantage, and complexity. 
Social relationships and networks were believed to be most influential for diffusion of innovation 
prior to the use of internet (Martins, Oliveira, & Popovič, 2014). Okiro and Ndungu (2013) argue 
that better and speedier diffusion of innovation was gained by the widespread adoption of computer 
technology and the internet. Furthermore, Rogers (2003b) stresses that the adoption of computer 
and internet-based technologies also helped in overcoming the shortcomings and understanding of 






studying adopter categorization. Moreover, Valente (1996) did not solely rely on system-based 
analysis for his research but also explored the personal networks of individuals, a practice that was 
rare at the time; previous researchers, such as Way (2005), had tended to focus on organizational 
perspectives more than personal networks. Wear (2008) conclude in his research that communities 
with stronger inter-personal networks tend to have significantly more innovations. The author 
further adds that the rate of innovation is higher in rural and regional areas as they have strong 
inter-personal networks. 
There are basically two types of innovation-related decision taken by organizations: authority 
innovation decisions and collective innovation decisions (Felin & Zenger, 2014). Hill, Brandeau, 
Truelove, and Lineback (2014) argue that authority innovation decisions are taken by individuals 
who are few in number but who enjoy higher strategic positions in the organization. The authors 
further add that if the adoption of an innovation decision is done by the consensus, it is regarded 
as a collective innovation decision. Iannello (2013) argues that authority decisions occur only in 
organizations or hierarchical groups. The authors further add that certain individuals in an 
organization break through opposition and stand behind an innovation. In the literature of diffusion 
of innovation, these individuals are regarded as champions. The role of champions is the same as 
it is in Six Sigma theory (Lechler & Thomas, 2015). The innovation decision process by certain 
individuals within a group or organization has five different stages: agenda setting, matching, 
redefining, clarifying, and routinizing (Serrat, 2017). 
Several researchers have defined and explained the concept of diffusion differently. Peres, Muller, 
and Mahajan (2010) define it as the process of market penetration for newly introduced products 
or services; they add that the process of diffusion is usually driven by social influences such as 
interdependencies among consumers. It has also been found that interdependencies among 
consumers have great power to affect different market players with or without explicit knowledge. 
However, researchers such as Eveland (1986) used a phenomenological view to define the diffusion 
process. Eveland (1986) states that technology is information and the existence of it is only limited 
by the degree to which people can put it into practice in order to achieve their desired goals. Rogers 
(2003b) argues that S-curves are used to measure the diffusion of existing technologies, such as 






computers, per capita airline miles, electrical home appliances, air conditioning, and home 
ownership. Grubler (1990) adds that data for existing technologies can be used to predict the 
diffusion of future innovations. Furthermore, contrasts in the diffusion process of infrastructure 
versus personal technologies can be revealed by diffusion curves (Grubler, 1990). 
Researchers have also identified certain consequences of the adoption of new technologies. 
Antonelli (2014) argues that if an organization or individual decides to adopt an innovation, there 
could be both positive and negative outcomes from that adoption. Rogers (2003b) adds that there 
is an intense need to explore the consequences of adoption as they have a strong influence on 
consumer attitudes. In the diffusion of innovation literature, three categories of consequences for 
adoption can be found: anticipated versus unanticipated, direct versus indirect, and desirable versus 
undesirable (Rogers, 2003b). However, Wejnert (2002) presents two categories of consequences 
of adoption: benefits versus costs and private versus public. Wejnert (2002) adds that public 
consequences affect all except the actor, whereas private consequences only affect the actor of 
innovation. The author further adds that private consequences revolve around small entities (such 
as a particular community or individuals), whereas public consequences involve collective actors. 
Wejnert (2002) defines the term collective actors as social movements, organizations, states, or 
even countries. Antonelli (2014) argues that the identification of consequences is important to 
improve the diffusion process and quality of life of individuals and also to make reforms to 
organizational structures. The second category of consequences of adoption is known as benefits 
versus costs, as identified by Wejnert (2002). Generally, costs are considered to be the negative 
consequences of innovation and benefits are positive consequences. Wejnert (2002) adds that costs 
of innovation could be direct, indirect, monetary, or nonmonetary. The author further adds that 
issues of the economic status and financial uncertainty of actors are considered in direct costs, 
whereas indirect costs are more related to society, such as social conflicts that can be caused by 
any new innovation (Wejnert, 2002). An in-depth understanding and analysis of the whole 
diffusion process is crucial for any market as it helps in determining the failure or success of any 
new product or service (Antonelli, 2014). Furthermore, Serrat (2017) argues that efficient planning 







Critique of Diffusion of Innovation Theory 
Since Rogers (2003b) presented his systematic theory, hundreds of research studies have been 
published using the diffusion of innovation theory. Each researcher has applied the diffusion of 
innovation theory in a different way and there is a lack of cohesion, which makes the application 
of the theory to new problems quite difficult (Meyers, Sivakumar, & Nakata, 1999). Meyers et al. 
(1999) add that the diffusion process is very difficult to quantify because of the complexity of 
human networks. The authors argue that identifying the causes of adoption is also tough in many 
areas, such as innovations in the healthcare sector. The adoption of new medical technologies and 
changes in behaviours towards newly introduced technologies in healthcare requires tremendous 
efforts from both researchers and practitioners (Plsek & Greenhalgh, 2001). McCullen, Rucklidge, 
Bale, Foxon, and Gale (2013) argue that critical predictors of adoption can be missed as the 
diffusion of innovation theory is unable to account for all the related variables attached to a 
particular innovation. These inconsistent results lead to a reduction in the heuristic value of the 
theory (McCullen et al., 2013). According to Rogers (2003b), the critique of the diffusion of 
innovation theory can be divided into four categories: recall problem, individual-blame bias, issues 
of equality, and pro-innovation bias. The pro-innovation bias category highlights that it is believed 
that all types of innovation are positive and should be adopted (Zanello, Fu, Mohnen, & Ventresca, 
2016). Furthermore, Brown and Mason (2014) argue that significant costs can be imposed on 
people if cultural beliefs and traditions are consumed by people from different cultural backgrounds 
through diffusion. According to Scarbrough, Robertson, and Swan (2015), the one-way flow of 
information from sender to receiver is another weakness of the diffusion of innovation theory; most 
of the time the sender aims to persuade the receiver and there are few chances to reverse the flow 
of communication. 
2.8. Unified Theory of Acceptance and Use of Technology 
In the area of technology acceptance and adoption, the unified theory of acceptance and use of 
technology (UTAUT) is one of the latest theories. Many recent research studies have applied 
UTAUT to explore consumers’ acceptance of new technologies. Some of the examples of such 
studies are from areas such as mobile banking (Zhou, Lu, & Wang, 2010), electronic learning (Tan, 






services (Min, Ji, & Qu, 2008), computer applications (Al-Gahtani, Hubona, & Wang, 2007), and 
mobile advertising (Wong et al., 2015). UTAUT was developed by Venkatesh et al. (2003) with 
the aim of analysing consumers’ intentions to use/accept a particular technology. UTAUT is 
considered to be an extension of the technology acceptance model (TAM). Venkatesh et al. (2003) 
argue that the theoretical foundation of UTAUT is from TAM as it consolidates the concepts of 
environmental factors and social influence with effort expectancy and performance expectancy. 
Venkatesh et al. (2003) believe that these are the same as perceived ease of use and perceived 
usefulness from TAM in a way to explore consumers’ intentions to accept/use technology and 
consumers’ usage behaviour. Zhang and Xiong (2012) regard TAM as one of the most popular 
models to explore consumers’ acceptance and usage of technology. However, Venkatesh et al. 
(2003) criticize TAM as only focusing on perceived ease of use and perceived usefulness to explore 
consumers’ acceptance and usage of technology. According to Venkatesh et al. (2003), TAM is 
not a comprehensive model as it only explains 40 percent of variance in consumers’ intentions to 
use/accept new technologies. Kijsanayotin, Pannarunothai, and Speedie (2009) regard UTAUT as 
a more comprehensive model than TAM. The authors add that 70 percent of variance in consumers’ 
intentions to use/accept new technology is explained by UTAUT. Venkatesh et al. (2003) state that 
UTAUT was formulated by integrating eight different theories: social cognitive theory, diffusion 
of innovation theory, model of PC utilization, theory of planned behaviour, motivation model, 
technology acceptance model, theory of reasoned action, and combined TAM and theory of 
planned behaviour. There are four constructs in the UTAUT model used to explore consumers’ 
adoption/acceptance of new technologies. Of these four constructs, three are considered direct 
factors influencing consumers’ intentions to accept/adopt information technology: social influence, 
effort expectancy, and performance expectancy (Venkatesh et al., 2003). Furthermore, factors such 
as facilitating conditions and consumers’ intentions are regarded as direct factors of usage 
behaviour (Venkatesh et al., 2003). Venkatesh et al. (2003) also incorporate demographic variables 
such as experience, age, voluntariness of use, and gender of respondents as moderators in order to 
better understand adoption/acceptance of new technologies.  
Venkatesh et al. (2012) further extended UTAUT to explore consumers’ acceptance and use of 
technology. The authors added three more constructs and named the extended theory UTAUT2. 






UTAUT, the authors moderated the effects of age, gender, and experience in UTAUT2. Venkatesh 
et al. (2012) used a two-stage online survey to gather the primary data. A total of 1512 respondents 
participated in the survey. Venkatesh et al. (2012) found substantial improvements in variance (56 
percent to 74 percent) explaining consumers’ intentions to use mobile internet and consumers’ 
usage of mobile internet (40 percent to 52 percent). The major difference between UTAUT and 
UTAUT2 lies within the unit of analysis of the study. UTAUT was in an organizational context, 
where employees of different companies were surveyed; however, in UTAUT2, Venkatesh et al. 
(2012) focused on consumers by questioning them about their usage of mobile internet. Hence, this 
thesis uses UTAUT2, as the unit of analysis is also consumers.  
In an attempt to extend UTAUT2, the theoretical model of the thesis also includes factors such as 
perceived enjoyment, personalization, and perceived irritation as direct factors of consumers’ 
intentions to accept/use mobile advertising in order to have extensive predictive explanations. 
Perceived enjoyment was conceptualized as ‘hedonic motivation’ in Venkatesh et al.’s (2012) 
UTAUT2 model, whereas the thesis conceptualizes it as perceived enjoyment. In addition to this, 
the research model excludes three moderators of the UTAUT2 model. Moreover, mobile 
skilfulness was also added to the model to check its impact on effort expectancy and performance 
expectancy. The factor of mobile skilfulness is taken from social cognitive theory (Bandura, 1986), 
which argues that if an individual has advanced skills in using mobile devices, the likelihood of 
him/her performing complex activities skilfully on mobile devices becomes higher (Lu & Su, 
2009). This was done to have a better understanding of consumers’ intentions to use mobile 
advertising. The research model of the thesis incorporates perceived enjoyment on the basis of the 
suggestions made by Bagozzi (2007). Perceived enjoyment is an intrinsic motivational factor in 
motivation theory, which states that satisfaction in the shape of enjoyment gained from performing 
an activity can be a significant predictor of consumers’ intentions to use new technology (Davis, 
Bagozzi, & Warshaw, 1992). The research model of the thesis discarded ‘use behaviour’ from the 
UTAUT original model of Venkatesh et al. (2003). This was done because the acceptance of mobile 
advertising in Pakistan is still uncertain as it is new for Pakistani consumers. The thesis 
incorporated consumers’ intentions (consumers’ intentions to use mobile advertising) following 
the suggestion of Bagozzi (2007) that behavioural intention is a more appropriate construct than 






behaviour. Moreover, past studies from the area of mobile advertising (Ashraf & Kamal, 2010; 
Yang, 2007) reveal that consumers’ attitudes towards mobile advertising have a strong influence 
on their intentions to buy products or services from their mobile devices. Celik (2016) argues that 
consumers’ intentions are actually the indications of people’s willingness to try new technology. 
Ajzen (2008) further adds that a consumer’s intentions reflect his/her planned effort in performing 
a particular behaviour. Ajzen and Fishbein (1980) also assert in their theory of reasoned action that 
a person’s actual behaviour and his/her tendency to perform certain actions are determined by 
his/her intentions. Keeping in view the results of these studies, it is assumed that there is a positive 
relationship between a person’s intentions and his/her actual performance. Therefore, consumers’ 
intentions is considered appropriate in this thesis.   
Based on the understanding of previous literature, the conceptual framework of the thesis was 
developed with the purpose of analysing the predictors of consumers’ intentions to use mobile 
advertising. There is a strong need to have an integrated theoretical framework in order to have 
insight into this newly emerged advertising media (i.e. mobile advertising). 
2.9. Mobile Advertising in Pakistan 
The telecommunication market of Pakistan is considered to be one of the fastest growing markets 
in the world and has undeniable potential (Imtiaz, Khan, & Shakir, 2015). Only a decade ago, the 
prices of mobile devices were so high that only people from the upper and middle classes had the 
resources to own one. Advancements in technology have enabled mobile device manufacturers to 
cut their costs and offer mobile devices at lower prices, which has enabled people from the lower 
class to own a mobile device. Shujaat, Syed, and Ahmed (2015) highlight that people from lower 
wage professions, such as blue-collar labourers, housemaids, and people on daily wages, are now 
able to have a cheaper headset. The authors further add that as time has passed, a mobile device 
has become a necessity and an essential part of people’s lives. According to a report by the Pakistan 
Telecommunication Authority (PTA), the mobile communication market witnessed an annual 
growth rate of 119% in terms of mobile connection subscriptions between 2000 to 2007 (PTA, 
2017). Furthermore, the report highlights that the increase in mobile penetration rate during that 
period was about 55%, and in 2007, the mobile communication industry was contributing 






and its acceptability increased so much that in 2011, Pakistan’s mobile communication industry 
was ranked 5th in Asia in terms of mobile phone subscribers as the figures reached 131 million 
mobile phone users across the country.  
According to the PTA report, mobile phone imports in the 12-month period of 2015 were about 
1.7 million units per month (PTA, 2017). The report also adds that these figures do not include the 
number of mobile phones which entered the Pakistani market through grey channels or were sent 
by Pakistani nationals living abroad to their friends and family back home. The PTA (2017) found 
that the mobile phones that entered the Pakistani market through informal channels were worth $1 
billion. The 2017 annual report of the PTA presents some valuable figures about 2016. According 
to PTA (2017), there were 133.14 million cellular mobile subscribers, with a mobile penetration 
rate of 69.1%, and by the end of 2016, there were 29.53 million mobile broadband subscribers with 
a mobile broadband penetration rate of 15.32%. Along with this, the cellular voice tariff per minute 
came down to 0.60 PKR in 2016 (it was about 1.80 PKR in 2010). The report also highlights the 
mobile phone vendors in the Pakistani market, and QMobile came up as the largest mobile phone 
brand in Pakistan, accounting for about 50% of total mobile device imports. QMobile made up just 
under 50% of the mobile phone imports in 2014, with the total number of units reaching 839,000. 
The demand for QMobile devices increased in the following year, and it accounted for 57% of total 
mobile device imports with 864,000 units in 2015 (PTA, 2017). Before QMobile, Nokia was the 
largest selling brand, but the low-priced smartphones from QMobile undercut Nokia. Other 
companies such as Samsung, Huawei, Oppo, Apple, and other Chinese brands have also witnessed 
tremendous growth in terms of sales in recent years (PTA, 2017). 
Keeping in view the popularity and acceptability of mobile devices in Pakistan, some researchers 
have put their efforts into exploring the area of mobile communication and using this platform for 
marketing communications. Zernigah and Sohail (2012) conducted research into consumers’ 
attitudes towards viral advertising in Pakistan. The authors used a five-point Likert scale in their 
questionnaire, and there were 216 respondents from different areas across Pakistan. The 
relationship between independent and dependent variables was then analysed by applying multiple 
linear regression (least squares, enter) and a correlation matrix. The results showed a positive 






independent variables of source credibility, entertainment, irritation, and informativeness. The 
results of the study also highlight that there was no significant effect of irritation on consumers’ 
attitude towards viral advertising. Furthermore, Zernigah and Sohail (2012) found that independent 
variables such as informativeness and source credibility strongly affected consumers’ attitude 
towards viral advertising. Zernigah and Sohail (2012) claim that the study could help marketing 
managers to design and deliver promotional messages by considering factors such as credibility, 
informativeness, and entertainment. The authors conclude their research by acknowledging the 
importance of permission-based promotional messages for viral advertising and also to create 
positive consumer attitudes towards viral campaigns. 
Ashraf and Kamal (2010) conducted a research study on mobile advertising in Pakistan with the 
title “Acceptance of mobile advertising among Pakistani students”. The authors explored the 
factors that can affect the acceptability of mobile advertising among young Pakistani students. A 
pre-tested questionnaire was given to students from different universities across Pakistan, and data 
was collected from 164 respondents. The authors used analysis techniques such as regression and 
a correlation matrix to explore the relationships between dependent and independent variables and 
to assess the acceptability of mobile advertising in Pakistan. Ashraf and Kamal (2010) found that 
factors such as privacy vulnerability, permission to interact, and consumer innovativeness are most 
influential in affecting consumers’ attitude towards mobile advertising. The authors further add 
that the degree of impact from these variables on attitude towards mobile advertising is different 
than in advanced markets such as the US and Europe. Ashraf and Kamal (2010) argue that this 
difference is due to the socio-economic difference between Pakistan and advanced markets. The 
authors conclude their research by suggesting that mobile advertising could be a strong alternative 
to conventional ways of advertising such as TV, print media, and radio as it communicates to the 
target audience in more successful way. Furthermore, the authors stress the importance of 
marketers understanding the drivers of consumer acceptance of mobile advertising in order to use 
this platform in a more efficient way.  
In an attempt to explore consumers’ attitudes towards mobile advertising, Riaz, Khan, and Naseem 
(2012) conducted research on the Pakistani market with a study titled “University students’ attitude 






university students and used a chi-square test to test the hypothesis of the study. The authors found 
that gender and household income do not have any significant impact on consumers’ attitudes 
towards mobile advertising. The results of the study also highlight that mobile advertising does not 
irritate people, but unsolicited messages create negative attitudes towards advertised brands. The 
authors conclude that the content of promotional messages should be specific, rather than sending 
bulk messages to consumers. 
The Pakistani mobile advertising industry needs to be explored further in order to gain more 
benefits from the platform of mobile devices as an alternative advertising medium. A few online 
stores, such as Daraz.pk, homeshopping.pk, and telemart.pk, are utilizing the mobile platform to 
promote their products. However, very few studies have been conducted in the Pakistani market 
with the purpose of exploring consumers’ attitudes and the factors influencing consumers’ attitudes 
and behaviour towards mobile advertising.  
2.10. Conceptual Framework and Hypothesis Development 
The conceptual framework of the current thesis comprises four research models. The first model 
(see figure 2.1) depicts the direct relationships between independent variables (social influence, 
effort expectancy, performance expectancy, facilitating conditions, perceived enjoyment, 
perceived irritation, and personalization) and a dependent variable (i.e. intention to use). The 
second model (see figure 2.2) aims to explore the moderating effects of gender and experience on 
the relationships between independent variables (social influence, effort expectancy, performance 
expectancy, facilitating conditions, perceived enjoyment, perceived irritation, and personalization) 
and a dependent variable (i.e. intention to use). The third model (see figure 2.3) depicts the direct 
relationships between a dependent variable (i.e. use behaviour) and independent variables 
(intention to use and facilitating conditions). The fourth and last model (see figure 2.4) depicts the 
moderating effects of income level, gender, and experience on the relationships between dependent 
and independent variables. 
 






2.10.1. Relationship between Social Influence and Consumers’ Intentions to Use Mobile 
Advertising 
Social influence in terms of using new technology is defined by Venkatesh et al. (2003) as “the 
degree to which an individual perceives that important others believe he or she should use the new 
system”. There are several research studies that have asserted the importance of social influence in 
influencing consumers’ choices, attitudes, and purchase patterns. For example, López-Nicolás, 
Molina-Castillo, and Bouwman (2008) found that users’ instructors, superiors, colleagues, peers, 
friends, and relatives had a strong impact on consumers’ behavioural intentions. Srivastava and 
Kim (2007) also conclude that behavioural intentions to adopt new technologies are facilitated by 
social influence. According to Jun and Lee (2007), individuals desire to influence people in their 
social circle by performing a certain activity. Muk (2007) argues that family members, friends, and 
colleagues can encourage an individual in his/her intentions to use mobile advertising. Various 
studies have explored the impact of social influence on consumers’ intentions, such as 3G mobile 
internet adoption (Chong, Darmawan, Ooi, & Lin, 2010), acceptance of mobile banking (Zhou et 
al., 2010), online shopping (Celik, 2016), and shopping through mobile phones (Min et al., 2008). 
Rogers (2003a) explains social influence as the way people perceive the adoption of a particular 
innovation in a social system. According to Jun and Lee (2007), social influence is one of the most 
crucial predictors for consumers’ behavioural intentions and attitudes toward mobile advertising. 
Muk (2007) found that young consumers aged 18–25 are more concerned about peer evaluation. 
The author further regards social influence as a key motivation in using mobile phones and making 
online purchases. These findings show the importance of exploring social influence and its impact 
on consumers’ intentions to use mobile advertising. Therefore, the following hypothesis is made:  
H1: Social influence is positively related to intention to use mobile advertising.  
2.10.2. Relationship between Effort Expectancy and Consumers’ Intentions to Use Mobile 
Advertising 
Venkatesh et al. (2003) define effort expectancy as the level of effort a person perceives a 
technology or system to require to be used or understood. Rogers (2003a) argues that the level of 






of such a system or technology. If the user believes that a particular system or technology is easy 
to use, then the acceptance of such a technology/system will become higher (Tero et al., 2004). 
Moreover, Wong, Lee, Lim, Chua, and Tan (2012) conclude in their research that the barriers to 
the use of new technology are lowest when the technology is user-friendly. The authors further 
argue that user-friendliness and ease of use of a technology is a critical factor in shaping consumers’ 
intentions to use the technology. Several past studies have explored the impact of effort expectancy 
on consumers’ intentions. For example, Marchewka and Kostiwa (2007) conducted a research 
study in the US and surveyed undergraduate students about their adoption of course management 
software. The results of the study highlight that effort expectancy had a critical role to play in 
shaping users’ intentions to use a newly launched course management software from a university. 
Wong et al. (2015) argue that encouragement mobile advertising adoption in consumers can be 
enhanced by launching a system that is well-designed and has a simplified structure. The authors 
further add that an effortless and user-friendly system is vital in affecting users’ intentions to use 
mobile advertising and also to foster positive performance outcomes. Any technology that requires 
great effort to learn and operate is believed to be less useful (Venkatesh & Davis, 2000). Yang 
(2010) applied UTAUT constructs in her research to explore consumers’ intentions to use mobile 
shopping services. The results of the study highlight that effort expectancy is a significant factor 
that affects consumers’ intentions. Hence, it can be said that the more a user perceives mobile 
advertising to be easy to use and access, the more users are likely to perceive mobile advertising 
as a useful platform. Therefore, following hypothesis is established: 
H2: Effort expectancy is positively related to intention to use mobile advertising.  
2.10.3. Relationship between Performance Expectancy and Consumers’ Intentions to Use 
Mobile Advertising 
Venkatesh et al. (2003) explain performance expectancy as the level to which a person perceives 
that using a technology or system will improve his/her overall performance for a particular activity. 
The construct of performance expectancy in UTAUT is equivalent to the construct of perceived 
usefulness (PU) in the technology acceptance model. Various past studies (Celik, 2016; 
Marchewka & Kostiwa, 2007; Tan, 2013) have applied the construct of performance expectancy 






Lehto (2007) conducted a study to explore the adoption of mobile technologies. The authors 
sampled Chinese nationals and used structural equation modelling during their research. The results 
of the study highlight that performance expectancy has a significant impact on consumers’ 
intentions to adopt mobile technologies. In another study conducted by Carlsson, Carlsson, 
Hyvonen, Puhakainen, and Walden (2006), the authors explored the acceptance of mobile devices 
and services using UTAUT. The authors sampled Finnish consumers and applied regression to the 
collected data. The study concluded that performance expectancy has a significant effect on 
consumers’ behavioural intentions to use mobile devices and services. Keeping in view the results 
of these studies, it is strongly believed that performance expectancy and intention to use mobile 
advertising have a positive relationship. Hence, the following hypothesis is formulated: 
H3: Performance expectancy is positively related to intention to use mobile advertising. 
2.10.4. Relationship between Facilitating Conditions and Consumers’ Intentions to Use 
Mobile Advertising 
Venkatesh et al. (2003) define facilitating conditions as the “the degree to which an individual 
believes that an organizational and technical infrastructure exists to support use of the system”. 
The authors further add that there is a higher chance of acceptance of a new technology or system 
when the user believes there is easy access to the resources and technical infrastructure required to 
use the system. These resources can be in the shape of easy access to technical support (Chang, 
Hwang, Hung, & Li, 2007), IT knowledge (Taiwo & Downe, 2013), hardware and software 
resources (Chang et al., 2007), internet facilities, assistance from others, and compatibility between 
the technology and system (Bhattacharjee, Gopal, & Sanders, 2003). Wu, Tao, and Yang (2007) 
conducted a study in which 3G mobile communication services were explored. The authors 
sampled Taiwanese users and surveyed 394 respondents. The authors found a strong positive 
relationship between facilitating conditions and consumers’ behavioural intentions to use 3G 
mobile communication services. Keeping in view the results of these past studies, it is believed 
that consumers’ intentions to accept mobile advertising are positively affected if consumers have 
adequate resources. Hence, the following hypothesis is formulated: 






2.10.5. Relationship between Perceived Enjoyment and Consumers’ Intentions to Use Mobile 
Advertising 
Davis et al. (1992) explain that perceived enjoyment is the extent to which a particular activity of 
using a product/system/technology is perceived to be enjoyable in addition to the anticipated 
performance outcome. Sung and Yun (2010) regard perceived enjoyment as a dimension of 
intrinsic motivation as it provides a crucial intrinsic drive to perform a particular action or activity. 
Van der Heijden (2004) further argues that people are more likely to adopt a new technology if the 
usage brings them immediate pleasure. The authors further add that if a technology is personally 
enjoyable, people will use such technology more extensively. For example, the elements of self-
achievement and playfulness make people more interested in computer or mobile games. Davis et 
al. (1992) regard perceived enjoyment as an important predictor in the acceptance and usage of 
new technology. In addition to this, Agarwal and Karahanna (2000) found that people have 
higher/more positive intentions to use a system if they perceive the usage of the system to be 
enjoyable. In another study conducted by Moon and Kim (2001), positive effects on intentions to 
use the internet were found when users found it more pleasurable and enjoyable. Yang (2012) 
conducted a research study in which 400 respondents from the US participated in an online survey. 
The author adopted a structural equational modelling method for data analysis. The results of the 
study highlight perceived enjoyment as a crucial factor affecting consumers’ behavioural intentions 
to shop from mobile phones. Keeping in view the results of previous studies, it is suggested that 
consumers will be more willing to accept mobile advertising that is enjoyable and playful. Hence, 
the following hypothesis is formulated: 
H5: Perceived enjoyment is positively related to intention to use mobile advertising. 
2.10.6. Relationship between Perceived Irritation and Consumers’ Intentions to Use Mobile 
Advertising 
Van der Waldt, Rebello, and Brown (2009) define irritation as a negative emotional reaction to 
advertising. Past studies (e.g. Martí-Parreño et al., 2013) have regarded irritation as an affective 
antecedent of attitude towards advertising in general and mobile advertising in particular. At the 






advertising as a direct antecedent of consumers’ overall attitude towards mobile advertising. It is 
true that the study of emotions is an important field in the area of marketing research. Wells, 
Leavitt, and McConville (1971) suggest six basic dimensions of emotions, including irritation, for 
analysing consumers’ reactions to advertising. Aaker and Bruzzone (1985) define irritating 
advertising as that which causes displeasure among viewers. Grant and O’Donohoe (2007) 
conducted a study on young consumers and found that they were very concerned about commercial 
intrusion on their mobile devices. The authors further conclude that intrusiveness could lead to 
higher levels of irritation among consumers. Another study conducted on Spanish teenagers (Martí-
Parreño et al., 2013) found that the respondents were highly concerned about getting unsolicited 
promotional messages or ‘spam’ on their mobile devices. The results of these studies are consistent 
with the literature on irritation, which regards it as a result of intrusiveness that is usually evoked 
by advertising messages. For example, during a very interesting TV programme, the ads cause 
intrusiveness in the shape of an interruption of the viewer’s goal of watching the programme. Past 
research studies (Van der Waldt et al., 2009) regard irritation as a crucial antecedent in the 
formation of negative attitudes towards advertising. From the literature, perceived irritation can be 
defined as the degree to which an individual believes that a promotional message or advertising 
causes intrusiveness or interruption while performing important tasks. Grant and O’Donohoe 
(2007) found in their research study that young consumers associated commercial appropriation of 
mobile devices with mistrust, irritation, and intrusion. Therefore, it is expected that the perceived 
irritation of mobile advertising will have a negative influence on consumers’ intentions to use 
mobile advertising. Hence, the following hypothesis is formulated: 
H6: Perceived irritation is negatively related to intention to use mobile advertising. 
2.10.7. Relationship between Personalization and Consumers’ Intentions to Use Mobile 
Advertising 
Leppäniemi and Karjaluoto (2008) explain personalization as the degree to which the contents of 
an advertising message are customized based on a consumer’s geographical location, cultural 
background, lifestyle, needs, preferences, and mindset. According to Bauer et al. (2005), the level 
of personalization within an advertising message plays a crucial role in affecting consumers’ 






research that consumers prefer to receive highly personalized messages on their mobile devices 
that reflect their needs and wants. Smith (2019) argues that marketers can collect information 
related to consumers’ preferences from consumers’ feedback and shopping history in a way to 
customize/personalize the advertising messages and also to amend the offerings accordingly. Smith 
(2019) argues that personalization of advertising messages enables marketers to build strong 
relationships with customers and also to reach customers in an individualized way. Feng et al. 
(2016) also found that consumers become more receptive to advertising when the content of 
advertising messages is more personalized. Considering the results of past studies, it is expected 
that personalization positively affects consumers’ acceptance of mobile advertising. Therefore, the 
following hypothesis is formulated: 
H7: Personalization is positively related to intention to use mobile advertising. 
2.10.8. Relationship between Intention to Use and Use Behaviour 
The term ‘intention to use’ has been used differently by different authors. Taylor and Todd (1995) 
explored the same concept and refer to it as consumers’ behavioural intentions, which is defined 
as perceived attitude. In addition to this, Taylor and Todd (1995) refer to use behaviour as 
consumers’ actual behaviour. Several researchers (Hansen et al., 2004; Hartmann & Apaolaza-
Ibáñez, 2012; Hsiao & Chang, 2014; Leong, Ooi, Chong, & Lin, 2013) indicate consumer intention 
as one of the major determinants for predicting use behaviour. In a study conducted by Chang, Liu, 
Huang, and Hsieh (2019), UTAUT2 was utilized to explore factors influencing consumers’ use 
behaviour. The authors found that behavioural intentions are highly influential in determining use 
behaviour. As a result, the following hypothesis is formulated:  
H8: Intention to use positively influences consumers’ use of mobile advertising. 
2.10.9. Moderating Effects of Gender, Experience, and Income Level 
The study conducted by Venkatesh et al. (2012) highlights that gender has moderating effect on 
the relationship between performance expectancy and consumer intention. Tsao and Shieh (2009) 
also moderated the influence of performance expectancy on behavioural intentions by age and 






utilized UTAUT2 to find influential factors on consumers’ behavioural intentions. The authors 
indicate that gender and level of experience have moderating effects on the influence of 
performance expectancy on behavioural intentions. The results of the study highlight that 
experienced male respondents tend to spend more on online shopping. Thus, the following 
hypothesis is formulated: 
H9: The relationship between performance expectancy and intention to use mobile advertising is 
moderated by gender and experience. 
The study conducted by Venkatesh et al. (2012) found there were moderating effects of gender and 
experience on the relationship between behavioural intentions and use behaviour. In addition to 
this, Tan (2013) found that the relationship between effort expectancy and behavioural intentions 
was moderated by gender in that the rate of perceived ease of use was found to be higher in men 
than in women. Thus, the following hypothesis is formulated: 
 H10: The relationship between effort expectancy and intention to use mobile advertising is 
moderated by gender and experience. 
The moderating effect of personal experience on the relationship between social influence and 
behavioural intentions has previously been explored Chang et al. (2019), who found significant 
moderating effects. Moreover, Taiwo and Downe (2013) also found a strong moderating effect of 
experience on the relationship between social influence and behavioural intentions. Gender was 
also found to be strong moderator in a study conducted by Okazaki (2007), in which the author 
concluded that women’s behavioural intentions are more affected by social influences than men’s. 
Therefore, the following hypothesis is formulated: 
H11: The relationship between social influence and intention to use mobile advertising is 
moderated by gender and experience. 
Binde and Fuksa (2013) explored internet usage behaviour among Russian and Latvian 
respondents. The authors hypothesized that experience and gender would have moderating effects 
on users’ behavioural intentions and also on their actual behaviour. The major constructs in their 






and price value. The relationship between behavioural intentions and these constructs was 
moderated by age, gender, and experience. The results of the study highlighted strong moderating 
effects of gender and experience on the relationship between behavioural intentions and use 
behaviour. Thus, the following hypotheses are formulated: 
 H12a: The impact of facilitating conditions on intention to use mobile advertising is moderated 
by gender and experience. 
 H12b: Facilitating conditions positively influence consumers’ use of mobile advertising.  
H12c: The impact of facilitating conditions on use of mobile advertising is moderated by gender 
and experience. 
H13: The impact of perceived enjoyment on intention to use mobile advertising is moderated by 
gender and experience. 
H14: The impact of perceived irritation on intention to use mobile advertising is moderated by 
gender and experience. 
H15: The impact of personalization on intention to use mobile advertising is moderated by gender 
and experience. 
H16: The impact of intention to use on use of mobile advertising is moderated by experience and 
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CHAPTER 3: METHODOLOGY 
 
An extensive review of related literature was presented in the previous chapter including various 
research studies, books, reports, and research articles published in areas such as marketing, 
advertising, mobile advertising, consumer attitude, and consumer behaviour. Furthermore, crucial 
issues and problems associated with mobile advertising were also discussed. The current study is 
based on a mixed-method research approach in which both qualitative and quantitative data was 
collected and analysed. For the purpose of collecting the primary data, the techniques of online 
surveys and interviews were employed during a month-long period. The main purpose of selecting 
this research approach is to validate and confirm the research hypotheses by providing some crucial 
answers to the research questions of the study. The research framework aims to ensure the validity 
and reliability of the instruments used for the measurement of the different constructs of the study. 
This chapter is composed of different sections that outline and explain the procedures that were 
used for data collection and analysis. Specifically, the study aims to explore the most influential 
factors and their relative impact on consumers’ intentions to use mobile advertising. The first 
section of the chapter includes crucial elements of the study, such as research approach, research 
design, sampling, and population. The second section is concerned with instrument development 
for data collection and measurement. This section extensively describes the development of the 
questionnaire that is employed in this research study. The study employed an online survey using 
a questionnaire developed on a Slovenian questionnaire development website named “1ka.si”. The 
link to the questionnaire was then sent to respondents. The data was collected during a four-week 
period from 17 May 2019 to 18 June 2019. The third section of the chapter outlines the data analysis 
techniques which were applied to the collected data. In the last section, ethical considerations and 
the reliability and validity of the methodological framework of the study are discussed. Finally, a 
short conclusion of the chapter is presented. 
3.1. Research Design 
The thesis adopted both qualitative and quantitative research approaches in order to address the 
research objectives and questions. The utilization of both qualitative and quantitative research 






2013). Tashakkori and Teddlie (2010) highlight the common use of a mixed-method research 
approach in social sciences during recent years. Hay (2016) argues that utilizing only one approach, 
either qualitative or quantitative, in a study has proved to be insufficient, especially in social 
sciences and behavioural studies. The author further adds that researchers should utilize the 
strengths of both approaches (i.e. qualitative and quantitative) in order to achieve the research 
objectives and also to conduct an exhaustive analysis of an under-researched topic. The selection 
of the research paradigm, research approach, and research strategy is supported by prior empirical 
studies (Yang, 2007). The quantitative section of the methodology is supported by Schriesheim, 
Powers, Scandura, Gardiner, and Lankau (1993), who argue that quantitative research is usually 
represented by the use of a survey technique to collect data. Kelle (2006) presents various 
advantages to using a quantitative approach. First, a quantitative approach offers a greater level of 
diversity for different situations. Second, a quantitative approach is faster in terms of data collection 
and analysis. Kelle (2006) further adds that a quantitative approach is more economical than other 
research approaches as the data can be collected in a shorter period of time. For example, the 
adoption of the survey method is perfect for situations when researchers have limited resources in 
terms of time and money. Kelle (2006) argues that data collection through the quantitative approach 
enables researchers to gather large samples, which could be beneficial for policy making. One of 
the most important benefits of the quantitative approach is its high levels of reliability, validity, 
and generalizability (Kelle, 2006). However, no approach is free of weaknesses or disadvantages, 
and researchers such as Creswell (2013) identify some of the disadvantages and weaknesses of the 
quantitative research approach. For example, the quantitative research approach is mainly focused 
on the present or past and it is therefore very difficult to predict the future by employing a 
quantitative research approach. Johnson and Onwuegbuzie (2004) point out some of the crucial 
weaknesses of the quantitative research approach, arguing that its inflexibility and artificiality 
decrease its efficiency in terms of understanding processes. Nonetheless, many previous 
researchers (Jun & Lee, 2007; Soroa-Koury & Yang, 2010; Tsang et al., 2004; Yang et al., 2013; 






3.2. Unit of Analysis 
The unit of analysis in the current study is individuals from Pakistan who own a mobile device, i.e. 
a smartphone, tablet, electronic book reader, iPod, iPad, or any other mobile device. Therefore, the 
survey respondents were asked whether they own a mobile device at the start of the questionnaire.  
3.3. Population and Sampling 
The study participants were young consumers aged 18–30 years. The respondents were students 
from five major universities in different regions of Pakistan, i.e. Punjab, Sindh, KPK, Islamabad 
Capital Territory, and Balochistan. One university from each region was selected: Punjab 
University from Punjab, Karachi University from Sindh, Peshawar University from KPK, Quaid-
e-Azam University from Islamabad Capital Territory, and University of Balochistan from 
Balochistan. These five universities are all public sector universities. The purpose of employing 
respondents from all five regions of the country was for people from around the country to be 
represented, as students from all around the country are enrolled at these universities. The study 
focused on young people because they are known to be immersed in the digital world (Katz, 1996). 
Buckingham (2013) argues that young people are suited to the various different challenges posed 
by new technologies and new types of media. In addition to this, Van der Waldt et al. (2009) 
conclude in their research that young people are an attractive target for marketers around the globe. 
because they are heavy users of mobile devices and are more interested in using mobile devices 
than older consumers. The questionnaires were sent to respondents via emails, personal messages, 
and social media posts. There were a total number of 446 respondents in the quantitative section 
of the study. The study utilized non-probability sampling methods, i.e. judgemental sampling and 
convenience sampling. The questionnaire for quantitative data collection was distributed through 
the convenience sampling method. Creswell (2013) argues that the convenience sampling method 
is based on a sample of convenient elements, where respondents are selected because they happen 
to be in the right place at the right time. The qualitative data was also collected through non-
probability sampling as the members of the focus groups were selected through the judgement of 
the researcher. The number of participants for the qualitative portion of research was 16. All the 
respondents who completed the questionnaire were entered into a draw for the random selection of 






most famous online shopping platforms in Pakistan (i.e. daraz.pk). This was done to motivate 
respondents to participate in the survey. 
3.4. Data Collection Method 
3.4.1. Quantitative Data Collection 
Primary data for the quantitative portion of the current thesis was collected through a structured 
questionnaire. The questionnaire was generated through 1ka.si (a Slovenia-based application) in 
order to develop and send questionnaires to respondents. 1ka.si enabled the researcher to develop 
a link to the questionnaire, which was later disbursed among respondents through various means, 
such as email, personal messages, social media posts, etc. This is a frequently used technique to 
get questionnaires filled in with the least amount of time and effort. The data was collected during 
a four-week period from 17 May 2019 to 18 June 2019. 1ka.si further stored the collected responses 
in its database. After the completion of the data collection phase, a file was generated by 1ka.si in 
Microsoft Excel format, which was later used for data analysis. 
3.4.2. Qualitative Data Collection 
The qualitative data was collected through two focus groups. There were 8 participants in each 
focus group (i.e. total participants = 16). In a focus group, discussions are conducted by a moderator 
with a group of participants in a natural and non-structured manner (Tashakkori & Teddlie, 2010). 
Hay (2016) suggests formulating a topic guide in which a list of topics, probes, and questions are 
incorporated in order for the moderator to manage a focus group discussion. This approach was 
adopted in the focus group discussions for this study. It is important to mention here the approach 
through which the participants of the focus groups were selected. 
In order to get valuable information and relative data for qualitative research, it is important to find 
and select the right people to interview (Rubin & Rubin, 2012). Rubin and Rubin (2012) argue that 
the participants of qualitative research must be knowledgeable and experienced in the under-
researched topic. The authors further add that the results of qualitative research can be more 
convincing if the participants are experienced. In addition to this, the extraction of useful 






about the under-researched topic. Due to this, the researcher paid the utmost attention in selecting 
the right participants. Therefore, at the end of the quantitative questionnaire, a small section was 
added to each questionnaire where the respondents were asked about their willingness to participate 
in a group discussion about the under-researched topic. In this section of the quantitative 
questionnaire, the respondents were asked to give their contact details (email address or phone 
number) so they could be contacted about the group discussions. In total, 53 respondents showed 
their willingness to participate in a group discussion. The researcher selected the participants on 
the basis of their responses in the questionnaire to the questions related to usage of mobile services, 
usage of mobile devices per day, mobile advertising exposure, internet usage, and mobile 
advertising experience. The most experienced 16 respondents were finally selected to be part of 
the focus groups for qualitative data collection. Two focus groups were formulated and each of 
these focus groups had 8 respondents. The respondents in first focus group originated from Punjab, 
whereas the other focus group originated from Sindh (two provinces of Pakistan). The meeting date 
for each focus group was different, with a gap of 10 days. Both male and female respondents were 
present in each focus group. There were 5 female and 3 male respondents in the first focus group, 
whereas in the second focus group, there were 4 male and 4 female respondents. The topic of 
discussion and intended unstructured questions were shared to focus group members before the 
day of discussion in order to give them an idea about the topic of discussion. On the day of meeting, 
the researcher played the role of moderator. At the start of the focus group discussion, the 
researcher gave a brief introduction of the topic and the major themes were shared with participants. 
These themes were related to issues such as overall opinions of, previous experiences (both positive 
and negative) of, and reactions towards mobile advertising. The researcher initiated the discussion 
with a general question about participants’ opinions of mobile advertising. It is important to 
mention here that each participant of the focus groups gave input about this under-researched topic. 
The participants of both focus groups were enthusiastic about sharing their opinions. The researcher 
played the role of moderator throughout the discussion. The discussion was a round-table 
discussion, where each participant gave his/her input about the topic. For qualitative data 
collection, Daymon and Holloway (2010) recommend asking participants three different types of 
question: main questions, follow-up questions, and probing questions. As per the recommendation 






Holloway (2010), the main questions are asked with the purpose of covering the important issues 
related to the under-researched topic and also to achieve consistency across the focus group 
discussions. It is important to mention here that the main questions were semi-structured and were 
designed in such a way that would encourage the participants to talk openly and freely about their 
opinions, experiences (both good or bad), and attitudes towards mobile advertising. The main 
questions for qualitative data collection were: 
1. What is your general opinion about mobile advertising? 
2. What are your experiences (both good and bad) related to mobile advertising? 
3. How do you react when you see mobile advertising? 
As per the suggestion of Daymon and Holloway (2010), the second set of questions that were used 
in the discussion were follow-up questions. Daymon and Holloway (2010) argue that the main role 
of the researcher during the discussion is to listen and explore in depth the valuable information 
being offered by participants. The authors further add that follow-up questions are put in front of 
participants with the purpose of obtaining more nuanced answers. These questions are also asked 
to encourage the participants to offer new ideas and elaborate on important themes. There were 
some occurrences during the discussion where some of the participants were less responsive. At 
these points, the researcher asked some follow-up questions. These questions were not prepared 
beforehand but were more spontaneous and had the goal of getting more detailed responses. In 
addition to the main questions and follow-up questions, the researcher also used some probing 
questions during the discussion. According to Daymon and Holloway (2010), probing questions 
are asked to overcome a situation where participants miss out information. The researcher faced 
such situations during the group discussions. For example, the researcher asked one of the 
participants about his experiences of using mobile advertising. In reply to this, the participant said 
that he had both good and bad experiences of using mobile advertising. In this situation, the 
researcher asked another question, i.e. “Could you give some examples for both of these 
experiences?” This was found to be useful in getting detailed responses. During the discussion, the 
researcher showed utmost interest and agreement towards the responses of participants. The 
researcher recorded the discussion in audio with the prior permission of respondents. The meetings 






the course of the discussion. It is important to mention that the focus group discussions were held 
in Urdu (i.e. the national language of Pakistan). 
3.5. Data Analysis Techniques  
3.5.1. Quantitative Data Analysis 
The primary data that was collected with the help of structured questionnaires was then put into 
the Statistical Package for Social Sciences (SPSS v.21). At first the data was analysed by applying 
statistical techniques such as frequency distribution, graphs, and descriptive statistics. In order to 
eliminate any errors in the collected data, the questionnaire data was examined extensively so that 
any errors could be fixed. In social sciences research, the chance of missing data in the collected 
data is always there (Hair, Black, Babin, Anderson, & Tatham, 1998). Kline (2005) argues in his 
research that the proper treatment of missing data is crucial in any quantitative research as it can 
create bias in the overall results of the study. Hair et al. (1998) present some major reasons for the 
occurrence of missing data, pointing out that the prevalence of missing data is because of the 
inability of the respondents to fill in a questionnaire completely. 
There are certain data analysis techniques that have been used by previous researchers to analyse 
the relationships between dependent and independent variables. Researchers in the area of mobile 
advertising and also those who applied UTAUT have used different data analysis techniques for 
hypothesis testing. Two of those techniques, multiple linear regression and structural equation 
modelling (SEM), are commonly used in previous research studies to explore the relationships 
between dependent and independent variables. Most researchers (e.g. Tabachnick & Fidell, 2001) 
regard multiple linear regression as a first-generation method. Tabachnick and Fidell (2001) argue 
that multiple linear regression analysis is best suited to making an assessment of certain constructs 
and finding possible relationships between constructs. In the multiple linear regression method, the 
dependent variable is actually a function of various independent variables with a constant term and 
corresponding coefficients (Miles & Shevlin, 2001). Miles and Shevlin (2001) further add that two 
or more predictor variables are required in multiple linear regression, which is why the method is 
known as multiple linear regression. However, SEM is known as a second-generation method 






usability as it allows the simultaneous analysis of a large number of variables and various types of 
relationship among them in one model instead of analysing those separately (Alavifar et al., 2012). 
Alavifar et al. (2012) argue that measurement errors while using SEM are not aggregated in the 
residual error term. Researchers from the area of social sciences in general and in UTAUT-related 
studies (Venkatesh et al., 2003; Venkatesh et al., 2012) in particular have used SEM to solve 
different research problems. Bentler and Bonett (1980) highlight different SEM analysis techniques 
such as simultaneous equation modelling, path analysis, analysis of covariance structures, casual 
analysis, casual modelling, and confirmatory factor analysis. The researchers have different 
opinions when it comes to the right choice of data analysis techniques. Wolf, Harrington, Clark, 
and Miller (2013) add that SEM cannot be applied to data when the sample size is small. The 
authors further argue that SEM is best suited to studies that have a large amount of data where the 
number of variables, interactions among variables, and indicators are higher. In addition to this, 
SEM would be a good choice for data analysis when there are complex relationships among 
variables (Wolf et al., 2013). Venkatesh et al. (2012) also used SEM in their study but the sample 
size was much higher (n=1512) than the current thesis (n=446). Keeping in view the scope of the 
current thesis and limitations involved in using SEM, the current thesis selected multiple linear 
regression (least squares, enter) to test the hypotheses.   
In order to analyse the relationships between dependent and independent constructs in the research 
models, multiple linear regression (least squares, enter) was applied to the quantitative data. For 
this, four models were run on research variables. The first model aimed to find the direct 
relationships between independent variables (social influence, effort expectancy, performance 
expectancy, facilitating conditions, perceived enjoyment, perceived irritation, and personalization) 
and a dependent variable (intention to use). In this model, all the dependent and independent 
variables were put into the regression model at the same time. The second model was targeted at 
exploring the moderating effects of gender and experience on the relationships between 
independent variables (social influence, effort expectancy, performance expectancy, facilitating 
conditions, perceived enjoyment, perceived irritation, and personalization) and a dependent 
variable (intention to use). Here, all the variables along with interaction of moderators were put 
into the regression model at the same time. The third model aimed to find the direct relationships 






facilitating conditions), which were analysed when all of the variables (dependent and independent) 
were put into the regression model at the same time. The fourth and last model was targeted at 
finding the moderating effects of income level, gender, and experience on the relationships between 
dependent and independent variables. Here, all the variables along with interaction of moderators 
were put into the regression model at the same time. The values of construct variables were 
calculated through the sum of indicators divided by number of indicators. For example, the value 
of SI was calculated in such a way that there were four statements to analyse social influence. The 
sum of the responses to each of these four statements was divided by four. The same was applied 
to all of the construct variables. 
3.5.2. Qualitative Data Analysis 
Once the qualitative data is collected, the next step is to analyse the data. It is important to mention 
here that there were two types of qualitative data collected at the data collection stage. The first 
type of qualitative data was in shape of the group discussions. As mentioned before, the researcher 
recorded the group discussions with the prior permission of participants. The recording of the group 
discussions was in audio format. The second type of qualitative data was in the shape of the notes 
that were taken by the researcher during the course of the group discussions. The researcher utilized 
both types of collected data in data analysis. According to Daymon and Holloway (2010), 
qualitative data should first be reviewed, organized, transcribed, and categorized before any 
analysis technique is applied to the data. In the current thesis, the researcher started the process of 
data analysis by reviewing, organizing, and transcribing the qualitative data. During this process, 
the researcher first listened to all the recordings of the group discussions. This was followed by the 
process of transcribing the data by listening to the recordings. As mentioned before, the group 
discussions were in Urdu (national language of Pakistan). Due to this, the researcher first 
transcribed the audio recordings in Urdu. This was followed by translating the textual data (Urdu) 
into English.1 The researcher named all the participants P1, P2, P3, etc. for all 16 participants of 
both focus groups, where P stands for ‘participant’. The data transcription was done in Microsoft 
Word and the researcher transcribed all the recordings verbatim. Upon the completion of the 
 
1 The transcripts of the group discussions are in the researcher’s archive and can be obtained on request by sending an 






transcription and translation process, the researcher organized the data. The researcher started the 
data organization by identifying themes in the data. According to Daymon and Holloway (2010), 
themes are basically major ideas in the qualitative data. For example, the researcher asked the 
participants about their previous experiences of using mobile advertising. It was found during the 
process of developing themes that most of the responses from participants in terms of previous 
experiences were related to contextual relevance and intrusiveness. Hence, the responses were 
categorized into these two themes. The current thesis utilized a ‘thematic analysis’ approach for 
qualitative data analysis. Thematic analysis is one of the analysis techniques for qualitative data 
and is used across various areas including applied (such as education, health, and clinical), social, 
and behavioural sciences (Nowell, Norris, White, & Moules, 2017). Nowell et al. (2017) state in 
their research that thematic analysis is used for identifying, describing, organizing, analysing, and 
reporting the themes in qualitative data. In addition to this, Nowell et al. (2017) regard thematic 
analysis as a ‘translator’ for researchers who use a mixed-method approach. The authors further 
argue that thematic analysis helps different research methods to communicate with each other, 
particularly when a research study uses mixed methods. Nowell et al. (2017) argue that thematic 
analysis helps in identifying patterns in a qualitative dataset and also to answer research questions. 
The authors further add that the identification of patterns in thematic analysis can be achieved 
through extensive data familiarization, revision, and theme development. Bearing in mind all these 
positives attached to thematic analysis along with the research scope, thematic analysis was found 










3.6. Measurement Scales 
Table 3.1: Survey Items with Sources 
Construct No. of 
items 
Question items Source(s) 
Social influence 4 People in my social circle influence me to buy 
from mobile ads 
Teo and Pok 
(2003) 
  People who buy from mobile ads are trendy 
  People in my social circle suggest I should use 
mobile ads for purchasing 
  Purchasing from mobile ads can improve my 
image within my social circle 
Effort expectancy 4 I find mobile advertising easy to use Venkatesh et al. 
(2012) and 
Yang (2010) 
  It is easy for me to become skilful at 
purchasing from mobile advertising 
  Learning how to view and buy from mobile 
advertising is easy for me 




4 Using mobile advertising increases my 
productivity 
Venkatesh et al. 
(2012) 
  Using mobile advertising helps me to 
accomplish things more efficiently 
  I find mobile advertising useful in my daily life 
  Using mobile advertising increases my chances 
of achieving things that are important to me 
Facilitating 
conditions 
4 Mobile advertising for purchasing is 
compatible with other technologies I use in my 
daily life 







  I have the appropriate knowledge necessary to 
use mobile advertising 
  I have the resources necessary to use mobile 
advertising 
  I can get help from people in my social circle 




4 It is fun to use mobile advertising for 
purchasing 
Nysveen et al. 
(2005) 
  It is pleasing to use mobile advertising for 
purchasing 
  It is exciting to use mobile advertising for 
purchasing 




4 It makes me annoyed when I receive mobile 
advertising messages at odd times 




  It makes me irritated when I receive mobile 
advertising that is not relevant to me 
  It makes me irritated when I receive multiple 
mobile advertising messages for the same 
product in the same day  
  It makes me irritated when I am forced to see a 
mobile advertising message while doing 
important tasks 
Personalization 3 I would like to receive mobile advertising with 
more personalized content 
Feng et al. 
(2016) 
  I would be willing to spend time providing my 
personal details and preferences to make 






  I would like to receive mobile advertising as 
per my previous search history for goods 
Intention to use 
mobile 
advertising 
3 I intend to see mobile advertising in my daily 
life 
Venkatesh et al. 
(2012) 
  I intend to use mobile advertising for shopping 
in future 
  I intend to receive mobile advertising in future 
Use behaviour 4 I have read the advertising content completely 
in mobile ads 
Venkatesh et al. 
(2012) 
  I have clicked on mobile advertising to check 
the offering for the advertised product/service 
  I have visited the website/social media page of 
the company to get more information after 
seeing the mobile advertising 
  I have bought products/services which are 
advertised in mobile ads 
 
3.7. Ethical Considerations 
Keeping in view the ethical considerations for the study, the purpose of the study was thoroughly 
explained to the respondents at two different points. First, the detailed purpose of the study was 
mentioned at the start of the questionnaire. As mentioned previously, the data collection for this 
study was done through an online survey. So as soon as the respondents clicked on the link to the 
questionnaire, the first page showed the detailed purpose. It was mentioned in the purpose 
statement that the current study is focused on analysing the effects of various factors on consumers’ 
attitudes and their behavioural outcomes. It was also made clear to respondents that their responses 
would not be shared with any third party, business, or government organization. Second, the link 
to the questionnaire was put on the personal Facebook profile of the researcher along with the 






respondents fed back on the content of the questionnaire after they had filled it in by leaving 
comments in a Facebook post. Upon the completion of data collection and data analysis, great 
efforts were put into ensuring the privacy and anonymity of the respondents. Even during the 
survey, the respondents were not asked to share their personal information such as email address, 
name, address, or telephone number. Moreover, the secrecy of the data was also ensured by not 
sharing with or selling the data to any marketing-orientated company or telecommunication firm. 
3.8. Credibility of Research 
The credibility of a research study can be assessed by two means: validity and reliability 
(LoBiondo-Wood & Haber, 2013). Kidd and Parshall (2000) argue in their research that researchers 
must not only focus on the quality of the results of their research studies but should also put effort 
into enhancing the rigour of their research studies. Kidd and Parshall (2000) further explained the 
term rigour as “the extent to which scientists/researchers put efforts into enhancing the quality of 
their research studies”. Authors such as Thyer (2010) argue that a greater level of rigour can be 
achieved through the reliability and validity of research studies. Thyer (2010) defines validity in a 
quantitative research context as the extent to which a phenomenon is accurately measured. The 
author explains the term validity by giving a simple example that if a research survey is targeted 
towards measuring a patient’s level of depression, but it actually measured the level of anxiety, 
then the survey is not valid. The second element which is considered to be crucial for ensuring the 
quality of a research study is known as reliability. Thyer (2010) defines reliability in quantitative 
research as the accuracy of a research instrument. Kidd and Parshall (2000) add that the reliability 
of a research instrument can be ensured if the instrument is used in the same kind of research 
situation on various different occasions with the same results. Kidd and Parshall (2000) conclude 
in their research that both the validity and reliability of the research instrument must be considered 
before applying it in a specific research study.  
In order to ensure the credibility of this study, both reliability and validity were considered. First, 
the reliability of the research instrument was measured by checking the Cronbach’s alpha of the 
instrument. The values of Cronbach’s alpha for the research instrument is discussed in the next 
chapter. Second, it is important to mention that the research instrument employed in this research 






in many previous studies in similar or related research areas. The use of the same research 
instrument in previous studies (Feng et al., 2016; Jun & Lee, 2007; Liu & Jang, 2012; Ünal et al., 
2011; Yang et al., 2010; Yang, 2007), according to Gilbert and Cordey-Hayes (1996), also 























CHAPTER 4: RESULTS AND DISCUSSION 
 
The previous chapter explained the methodology of the thesis. It was mentioned in the previous 
chapter that the current research is based on a mixed-method research approach, in which both 
quantitative and qualitative methods were adopted in order to answer the research questions and 
achieve the research objectives. The quantitative portion of the research analysis is based on the 
survey in which 446 respondents participated. The data was collected through an online survey 
method where the link to the questionnaire was sent to respondents. The quantitative portion of the 
research analysis was done through SPSS version 21. The data was put into the software and 
various tools, such as descriptive statistics, reliability analysis, and regression, were applied to the 
quantitative data in order to answer the research questions. This chapter is structured so that the 
results are presented and these are followed by a discussion of the results. At first, descriptive 
statistics are presented, in which the demographic profile of respondents – including gender, 
income level, education level, and province of residence – is discussed. This is followed by results 
and discussion of the mobile service usage, internet usage, and mobile advertising experience of 
respondents. Furthermore, the hypothesis testing is done in the later sections of this chapter.  
4.1. Demographic Profile of Respondents  
The link to the questionnaire was opened by 1167 respondents. However, a total of 446 
questionnaires were fully filled in and found to be suitable for further analysis. The partially filled 
questionnaires were not considered for analysis. The sample for the thesis was entirely composed 
of students. Moreover, the thesis targeted young adults up to the age of 30 years. There were two 
screening questions at the start of the questionnaire. The first screening question asked the age of 
the respondent; if the age of the respondent was above 30 years, the respondent was directed to the 
last page. The second screening question was about ownership of mobile devices. If the respondent 
owned a mobile device and was younger than 30 years, then he/she was asked further questions. 
The demographic profile of respondents can be seen in table 4.1. The demographic profiling 






Table 4.1: Demographic Profile of Sample (n=446) 
 Demographic variables Frequency Percentage 
Gender Male 176 39.5 
 Female 270 60.5 
    
Education level Intermediate or lower 212 47.5 
 Bachelor’s degree 132 29.6 
 Master’s degree 56 12.6 
 Doctorate/PhD 46 10.3 
    
Income level (PKR) 30,000 or below 132 29.6 
 30,001 to 50,000 118 26.5 
 50,001 to 70,000 56 12.6 
 70,001 to 90,000 42 9.4 
 90,001 or above 98 22.0 
    
Province of residence Balochistan  31 7.0 
 Khyber Pakhtunkhwa  62 13.9 
 Punjab 266 59.6 
 Sindh 87 19.5 
 
It can be seen in table 4.1 that there were more females who participated in the study. A higher 
level of female participation in the study was expected. It has been found in previous research 
studies in related areas, such as online advertising, online shopping, and mobile advertising, that 
online shopping and shopping from mobile devices is more popular among females than males 
(Ahmed & Qazi, 2011). So although the link to the online questionnaire was sent to both male and 
female students, female students were more interested in opening and filling in the questionnaire. 
The next demographic question was about the education level of respondents. It is important to 






mentioned the last degree they had received. The current study is targeted towards university 
students and in Pakistani universities, bachelor’s, master’s, and doctorate level programmes are all 
offered. It is observed that nearly half of the respondents had intermediate level education. This is 
because the minimum entry requirement to university education in Pakistan is intermediate level 
education. Hence, the respondents who mentioned they had intermediate level education were 
actually those who were enrolled in bachelor’s programmes. The same is the case with the 
respondents who mentioned they had bachelor’s and master’s degrees; they were actually enrolled 
in master’s and doctorate level programmes, respectively. The next question was related to the 
family income of respondents. It can be seen in table 4.1 that more than half of the respondents had 
a monthly family income of less than 50,000 PKR (i.e. equivalent to 288 Euros, according to 
exchange rate on 18 May 2020). According to PBS (2017), the average monthly household income 
in Pakistan in 2015–16 was about 35000 PKR. The last question assessing the demographic profile 
of respondents was about the province of residence. It can be seen in table 4.1 that more than half 
of the respondents were from Punjab. This was followed by Sindh, Khyber Pakhtunkhwa, and 
Balochistan. There are two major reasons behind the high number of respondents from Punjab. The 
first is that the researcher is also from Punjab. Secondly, Punjab is the most populous province in 
Pakistan and is followed by Sindh, Khyber Pakhtunkhwa, and Balochistan. At the same time, it is 
important to mention here that representatives from all provinces in Pakistan can be seen in the 
sample.  
4.2. Usage of Mobile Services 
The respondents were also asked to share the number of years they had been using mobile devices 
and their services. The descriptive statistics for this question can be seen in table 4.2. It can be seen 
in table 4.2 that the duration of usage of mobile devices and their services ranges from 1 to 15 
years. The maximum number of years any respondent had been using mobile devices and their 
services was 15 years. The mean value for this question is 4.13 years, which depicts that on average 







Table 4.2: Descriptive Statistics for Usage of Mobile Services 
Variables N Minimum Maximum Mean SD 
Mobile service use (years) 446 1 15 4.13 3.125 
Mobile usage per day (hours) 446 1 16 6.01 3.386 
Mobile advertising experience 
(months) 
446 1 120 25.45 19.345 
 
4.3. Usage of Mobile Devices Per Day 
The respondents were also asked to share their average daily use of mobile devices in number of 
hours. The descriptive statistics for the responses to this question can be seen in table 4.2. It can be 
seen in table 4.2 that the average number of hours each person used mobile devices per day was 
around 6 hours. The minimum response to this question was 1 hour and the maximum was 16 
hours. The results of this question are also supported by other studies in Pakistan; for example, 
Ahmed and Qazi (2011) found that Pakistanis spend 2–10 hours per day on their mobile devices.  
4.4. Mobile Advertising Experience 
The respondents were also asked about their experiences of ‘mobile advertising’, referring to 
viewing mobile ads, engaging with mobile ads, being interested in mobile ads, and purchasing after 
seeing mobile advertising. Respondents were asked to answer this question in terms of number of 
months. The descriptive statistics for this question can be seen in table 4.2. It can be seen in table 
4.2 that the average number of months a person had experienced mobile advertising was 25.45. 
The minimum response to this question was 1 month and the maximum was 120 months. This 
variable is also important in further analysis as it is used as a moderator.  
4.5. Internet Usage 
The respondents were also asked about their usage of internet. For this, two questions were put 
forward in the questionnaire. The first question was about respondents’ access to Wi-Fi. The second 
question was about buying mobile data. The descriptive statistics for these two questions can be 






connection either at their university/workplace, home, or both. This shows that respondents were 
well connected to the internet. In addition to this, respondents were asked about their access to 
mobile data and their frequency of buying mobile data. It can be seen in table 4.3 that very few 
respondents mentioned that they did not buy mobile data. However, less than 30% of respondents 
mentioned that they only buy mobile data when they have some urgent need. This is because most 
of the respondents had access to a Wi-Fi connection.  
Table 4.3: Descriptive Statistics for Internet Usage (n=446) 
 Internet usage Frequency Percentage 
Access to Wi-Fi Home 194 43.5 
 At workplace/university 46 10.3 
 All of the above 74 16.6 
 None of the above 132 29.6 
    
Buying mobile data At the time I have some 
urgent need 
116 26.0 
 Monthly 100 22.4 
 Weekly 102 22.9 
 Daily 18 4.0 
 As soon as my previous 
package is consumed 
44 9.9 
 I don’t buy mobile data 66 14.8 
 
4.6. Mobile Advertising Exposure 
The respondents of the research were also asked about the type of mobile ads they receive and the 
frequency of receiving such ads. For this question, they were presented with six different types of 
mobile advertising: SMS ads, social media ads (Facebook, Twitter, Instagram, Snapchat, etc.), ads 
in mobile applications, ads while exploring websites, ads while streaming videos, and ads while 
playing games. In order to measure the frequency of respondents receiving these ads, the responses 






represented ‘very frequently’. The descriptive statistics for this question can be seen in table 4.4. 
It can be seen in table 4.4 that the highest frequency of mobile ads was received while they streamed 
videos (mean value 3.34). This is followed by ads while exploring websites (mean value 3.19), ads 
while playing games (mean value 3.18), social media ads (mean value 3.13), ads in mobile 
applications (mean value 3.08), and SMS ads (mean value 2.81).     
 
Table 4.4: Descriptive Statistics for Mobile Advertising Exposure (n=446) 
Types of mobile advertising Minimum Maximum Mean SD 
SMS ads 1 5 2.81 1.562 
Social media ads (Facebook, Twitter, 
Instagram, Snapchat, etc.) 
1 5 3.13 1.497 
Ads in mobile applications 1 5 3.08 1.500 
Ads while exploring websites 1 5 3.19 1.521 
Ads while streaming videos 1 5 3.34 1.511 
Ads while playing games 1 5 3.18 1.628 
 
4.7. Descriptive Statistics for Research Variables 
The descriptive statistics for all the variables (i.e. the factors that can affect consumers’ intentions 
to use mobile advertising: social influence, effort expectancy, performance expectancy, facilitating 
conditions, perceived enjoyment, perceived irritation, and personalization), intention to use, and 
use behaviour were also analysed. The results can be seen in table 4.5. The responses related to 
factors that can affect consumers’ intentions to use mobile advertising were gathered using a five-
point Likert scale where 1 depicted ‘strongly disagree’ and 5 depicted ‘strongly agree’. The 
responses regarding intention to use mobile advertising were also gathered on a five-point Likert 
scale where 1 depicted ‘strongly disagree’ and 5 depicted ‘strongly agree’. However, the responses 
related to use behaviour were gathered through a five-point Likert scale where 1 depicted ‘never’ 






Table 4.5: Descriptive Statistics for Research Variables (n=446) 
Variables Question items Minimum Maximum Mean SD 
Social influence SI1 1 5 1.95 1.368 
 SI2 1 5 2.66 1.478 
 SI3 1 5 2.16 1.437 
 SI4 1 5 2.13 1.392 
 SI 1 5 2.23 1.036 
Effort expectancy EE1 1 5 2.64 1.495 
 EE2 1 5 2.52 1.465 
 EE3 1 5 2.78 1.493 
 EE4 1 5 2.85 1.470 
 EE 1 5 2.70 1.236 
Performance expectancy PE1 1 5 2.53 1.399 
 PE2 1 5 2.74 1.471 
 PE3 1 5 2.65 1.506 
 PE4 1 5 2.73 1.503 
 PE 1 5 2.66 1.280 
Facilitating conditions FC1 1 5 2.65 1.439 
 FC2 1 5 2.78 1.496 
 FC3 1 5 2.79 1.551 
 FC4 1 5 2.75 1.566 
 FC 1 5 2.74 1.263 
Perceived enjoyment PENJ1 1 5 2.43 1.458 
 PENJ2 1 5 2.54 1.504 
 PENJ3 1 5 2.58 1.515 
 PENJ4 1 5 2.60 1.505 
 PENJ 1 5 2.54 1.335 
Perceived irritation PI1 1 5 3.44 1.608 






 PI3 1 5 3.58 1.552 
 PI4 1 5 3.64 1.549 
 PI 1 5 3.57 1.371 
Personalization PERSO1 1 5 3.18 1.527 
 PERSO2 1 5 2.84 1.450 
 PERSO3 1 5 2.90 1.497 
 PERSO 1 5 2.97 1.264 
Intention to use INTEN1 1 5 2.38 1.485 
 INTEN2 1 5 2.65 1.510 
 INTEN3 1 5 2.70 1.561 
 INTEN 1 5 2.58 1.298 
Use behaviour USE1 1 5 2.42 1.466 
 USE2 1 5 2.48 1.465 
 USE3 1 5 2.70 1.562 
 USE4 1 5 2.32 1.472 
 USE 1 5 2.48 1.180 
 
4.8. Reliability Analysis 
It is important to conduct a reliability analysis of the measurement scales before proceeding with 
hypothesis testing (Hair et al., 1998). According to Hair et al. (1998), a measurement scale is 
regarded as good if the Cronbach’s alpha value is 0.70 or above; if the value of Cronbach’s alpha 
is 0.80 or above, it can be regarded as even better. Moreover, Hair et al. (1998) further add that if 
the value of Cronbach’s alpha is 0.90 or above it can be regarded as the best. As per the suggestion 
of Hair et al. (1998), a reliability analysis of all of the measurement scales of the major variables – 
social influence, effort expectancy, performance expectancy, facilitating conditions, perceived 
enjoyment, perceived irritation, personalization, intention to use, and use behaviour – was 
conducted. The values of Cronbach’s alpha for all the research variables can be seen in table 4.6. 
There were 4 items to assess social influence, 4 items for effort expectancy, 4 items for performance 






perceived irritation, 3 items for personalization, 3 items for intention to use, and 4 items for use 
behaviour. Table 4.6 shows the values of Cronbach’s alpha for social influence (0.708), effort 
expectancy (0.855), performance expectancy (0.894), facilitating conditions (0.855), perceived 
enjoyment (0.915), perceived irritation (0.898), personalization (0.804), intention to use (0.816), 
and use behaviour (0.800). These results show that the measurement scales for all the research 
variables are reliable.  
 
Table 4.6: Reliability Analysis 
Variables Cronbach’s alpha No. of items 
Social influence 0.708 4 
Effort expectancy 0.855 4 
Performance expectancy 0.894 4 
Facilitating conditions 0.855 4 
Perceived enjoyment 0.915 4 
Perceived irritation 0.898 4 
Personalization 0.804 3 
Intention to use  0.816 3 
Use of mobile advertising 0.800 4 
  
4.9. Hypothesis Testing 
Before applying any further advanced analysis techniques on the data, correlations between the 
main research variables were analysed using the Pearson correlation matrix. Hair et al. (1998) argue 
that correlation helps in finding the level to which two variables are related to each other. Hair et 
al. (1998) presents a scale through which the correlation matrix results can be assessed. The authors 
add that if the value of a correlation coefficient is greater than 0.7 then the relationship can be 
regarded as strong. In addition to this, if the correlation coefficient value is less than 0.7 and greater 
than 0.3, there is a moderate relationship. However, if the correlation coefficient value is less than 






analysis phase, with the purpose of finding multicollinearity among exogenous constructs, as per 
the suggestion of Hair et al. (1998). In order to test the multicollinearity, variance inflation factors 
(VIF) were computed. Hair et al. (1998) set the threshold value of VIF to 5. The values of VIF in 
the current research were found to be less than 4. Thus, it can be said that there was no issue of 







Table 4.7a: Correlation Matrix 
Variables SI EE PE FC PENJ PI PERSO INTEN USE EXP INC 
SI 1           
EE .609** 1          
PE .620** .695** 1         
FC .565** .706** .766** 1        
PENJ .642** .625** .722** .695** 1       
PI .225** .281** .254** .321** .339** 1      
PERSO .508** .500** .557** .526** .558** .562** 1     
INTEN .539** .599** .694** .599** .676** .236** .577** 1    
USE .601** .588** .638** .586** .590** .195** .490** .705** 1   
EXP 0.067 .100* -0.024 0.085 0.058 -0.009 0.02 0.069 0.059 1  
INC 0.056 0.046 0.013 0.057 0.089 .146** .156** .133** 0.059 .338** 1 
**. Correlation is significant at the 0.01 level (2-tailed). 








Table 4.7b: Mean Values of Research Variables for Males (n=176) and Females 
(n=270) 
Variables Mean (males) Mean (females) 
SI 2.27 2.26 
EE 2.78 2.70 
PE 2.67 2.73 
FC 2.78 2.78 
PENJ 2.45 2.66 
PI 3.47 3.69 
PERSO 2.97 2.95 
INTEN 2.62 2.58 
USE 2.64 2.44 
EXP 31.72 21.37 
INC 2.83 2.58 
 
In addition to the correlation matrix (as shown in table 4.7a), a comparison of the mean values of 
all the research variables (by gender) are also compared in table 4.7b. This offers a better 
understanding of responses by males and females for different variables. It can be seen in table 
4.7b that the responses of males and females are generally the same for social influence, facilitating 
conditions, and personalization. However, the level of perceived irritation is higher among females 
than males, whereas males are more experienced in terms of mobile advertising usage.   
According to Hair et al. (1998), common method variance can be caused by self-reported biases 
that can eventually result in inflated relationships between research variables. The authors further 
add that common method bias can be detected by applying the Harman single-factor test to the 
data, which helps in identifying the number of biases based on a single factor. As per the suggestion 
of Hair et al. (1998), the Harman single-factor test was applied to the data. The variance explained 
by a single component for the current research was around 42.76%, which is below the benchmark 






Four models were run on the research variables in order to test the hypothesis. The first model was 
targeted at finding direct relationships between independent variables (social influence, effort 
expectancy, performance expectancy, facilitating conditions, perceived enjoyment, perceived 
irritation, and personalization) and a dependent variable (intention to use). In this model, all the 
dependent and independent variables were put into the regression model at the same time. The 
second model aimed to explore the moderating effects of gender and experience on the 
relationships between independent variables (social influence, effort expectancy, performance 
expectancy, facilitating conditions, perceived enjoyment, perceived irritation, and personalization) 
and a dependent variable (intention to use). Here, all of the variables along with interaction of 
moderators were put into the regression model at the same time. The third model was targeted at 
finding direct relationships between a dependent variable (use behaviour) and independent 
variables (intention to use and facilitating conditions) and was analysed by putting all the variables 
(dependent and independent) into the regression model at the same time. The fourth and last model 
aimed to assess the moderating effects of income level, gender, and experience on the relationships 
between dependent and independent variables. Here, all the variables along with interaction of 
moderators were put into the regression model at the same time. The results for the direct effects 
of social influence, effort expectancy, performance expectancy, facilitating conditions, perceived 
enjoyment, perceived irritation, and personalization on intention to use mobile advertising can be 
seen in table 4.8. It can be seen in table 4.8 that the value of r-square is 58.9%. This shows that the 
research model is highly relevant as more than half of the variance is explained. In addition to this, 
it can also be interpreted from the r-square value that 58.9% of the data fits the regression model. 
The results in table 4.8 also indicate the beta values along with B values and p-values. Since the 
sample is not a random sample, the p-value cannot be considered a decisive statistic for interpreting 
the role of an independent variable and is only informative regarding potential random 
measurement errors but is not important for research purposes. The p-values are printed only for 
potential future comparisons of measurement characteristics in similar studies that also list p-
values. All interpretations in the following text are done primarily drawing on beta values and 
secondarily on B values – if the beta values are considerably different from 0 (i.e. at least by 0,1), 






From this, it can be interpreted that certain variables, such as effort expectancy (beta = 0.129 and 
B = 0.136), performance expectancy (beta = 0.292 and B = 0.297), perceived enjoyment (beta = 
0.292 and B = 0.284), and personalization (beta = 0.263 and B = 0.271), had significant positive 
effects on intention to use mobile advertising. Hence, it can be said that hypotheses H2, H3, H5, 
and H7 are supported by the results. It can be said that if the level of effort expectancy, performance 
expectancy, perceived enjoyment, and personalization in mobile advertising is higher, the 
respondents tended to have more positive intentions to use mobile advertising. In addition to this, 
the results indicate that perceived irritation (beta = -0.115 and B = -0.109) had significant negative 
effect on intention to use mobile advertising. Hence, H6 is also supported by the results. This 
depicts that if the level of perceived irritation with mobile advertising is higher, the respondents 
tend to have less intention to use mobile advertising.     
 
Table 4.8: Regression Results where DV is Intention to Use (Direct Effect Only) 
R2 0.589 
Adjusted R2 0.582 
 β (B) t-value p-value 
SI -.006 (-.008) -.147 .884 
EE .129 (.136) 2.691 .007 
PE .292 (.297) 5.233 .000 
FC -.017 (-.018) -.325 .745 
PENJ .292 (.284) 5.804 .000 
PI -.115 (-.109) -3.037 .003 
PERSO .263 (.271) 5.866 .000 
 
In order to explore the moderated effects of gender and experience on the relationship between 
independent variables (social influence, effort expectancy, performance expectancy, facilitating 
conditions, perceived enjoyment, perceived irritation, and personalization) and a dependent 
variable (intention to use), regression was applied to the data. The results of the moderated 






This shows that the research model is highly relevant as more than half of the variance is explained. 
In addition to this, it can also be interpreted from the r-square value that 61.2% of the data fits the 
regression model. The results in table 4.9 also indicate the beta values, the values of B, and p-
values.  
There is a positive effect of PE on IU (higher PE = higher IU), which is low if only direct effects 
are estimated (table 4.8) and considerably higher when moderating variables are added (table 4.9). 
Those who expect most express highest IU. But in comparison to men, for women PE adds less to 
IU (table 4.9). Also, the higher the Exp. and PE, the lower IU. The most experienced respondents 
with highest PE expressed lowest IU. The female gender and level of experience (Exp.) both 
weaken the positive effect of PE. In case of effort expectancy (EE), if only direct effects are 
considered (table 4.8), there is a positive (but low) effect of EE on IU (higher EE = higher IU). 
Since higher values of EE mean less effort, it means that those who find it easy express highest 
IU. When moderated effects are added (table 4.9), there is a low negative direct effect on IU, which 
does not make sense but can be corrected by moderation of Exp. and G: 1) The higher the EE, the 
higher is IU for women, i.e. for women EE slightly (low beta and B) increases IU. In comparison 
with men, for women EE adds more to IU. 2) The higher the Exp. and EE, the higher IU is, i.e. 
Exp. strengths the positive effect of EE on IU. The most experienced respondents with highest EE 
express higher IU. In the case of social influence (SI), there is no direct effect on IU (tables 4.8 
and 4.9). But there are moderated effects (table 4.9): 1) The higher the SI, the lower IU is for 
women, i.e. SI slightly (low beta and B) diverts women from IU. In comparison with men, for 
women SI adds even less to IU. 2) The higher the Exp. and SI, the higher IU is, i.e. Exp. slightly 
(low coefficients) strengthens the positive effect of SI on IU. The most experienced respondents 
with highest SI express higher IU. In case of facilitating conditions (FC), there is no direct effect 
on IU (tables 4.8 and 4.9). But there are moderated effects (4.9): 1) The higher the FC, the higher 
IU is for women, which means that the availability of facilitating conditions increases IU for 
women. 2) The higher the Exp. and FC, the lower IU is. In the case of perceived enjoyment (PENJ), 
there is a positive effect of PENJ on IU (higher PENJ = higher IU), which is low if only direct 
effects are estimated (table 4.8) and considerably higher when moderating variables are added 
(table 4.9). Those who strongly perceive mobile advertising as source of enjoyment express highest 






Exp. and PENJ, the lower IU is. The most experienced respondents with highest PENJ express 
higher IU. The female gender and level of experience (Exp.) both weaken the positive effect of 
PENJ. In the case of perceived irritation (PI), there is a negative effect of PI on IU (higher PI = 
lower IU) if only direct effects are estimated (table 4.8). However, this surprisingly changes upon 
adding the moderating variables, after which no effect of PI is found (table 4.9). However, there 
is a moderated effect of experience but not gender. The higher the experience and PI, the lower IU 
is. It can be said that level of experience strengthens the negative effect of PI on IU. In the case of 
personalization (PERSO), there is a positive effect of PERSO on IU (higher PERSO = higher IU) 
if only direct effects are estimated (table 4.8). However, there is no effect of PERSO on IU upon 
adding the moderating variables (table 4.9). But there are moderated effects (4.9): 1) The higher 
the PERSO, the higher IU is for women, which means that the level of personalization increases 
IU for women. 2) The higher the Exp. and PERSO, the higher IU is. The most experienced 


















Table 4.9: Regression Results where DV is Intention to Use (Moderated Effects) 
R2 0.612 
Adjusted R2 0.593 
 β (B) t-value p-value 
SI .001 (.001) .006 .995 
EE -.135 (-.142) -.855 .393 
PE .549 (.557) 3.865 .000 
FC -.043 (-.045) -.295 .768 
PENJ .510 (.496) 3.684 .000 
PI .029 (.027) .310 .757 
PERSO -.023 (-.024) -.200 .842 
SIxG -.104 (-.101) -.845 .399 
SIxExp .129 (.003) .912 .362 
EExG .160 (.130) .995 .320 
EExExp .463 (.008) 1.978 .049 
PExG -.186 (-.147) -1.151 .250 
PExExp -.316 (-.006) -1.799 .073 
FCxG .212 (.167) 1.288 .198 
FCxExp -.186 (-.003) -.893 .373 
PENJxG -.300 (-.233) -2.018 .044 
PENJxExp -.211 (-.004) -1.119 .264 
PIxG -.084 (-.052) -.769 .442 
PIxExp -.252 (-.004) -1.659 .098 
PERSOxG .267 (.198) 2.009 .045 
PERSOxExp .406 (.008) 2.337 .020 
  
The effects of intention to use and facilitating conditions on use behaviour (UB) were also 
analysed. For this, the multiple linear regression (least squares, enter) was run in two models. At 






analysed with the help of multiple linear regression (least squares, enter). The results of this model 
can be seen in table 4.10. The results indicate that the value of r-square is 53.8%. This shows that 
the research model is highly relevant as more than half of the variance is explained. In addition to 
this, it can also be interpreted from the r-square value that 53.8% of the data fits the regression 
model. It can be seen in table 4.10 that both intention to use and facilitating conditions are found 
to have significant positive impacts on use behaviour when considering only the direct effect. This 
means that higher IU = higher UB. It can be interpreted that the more positive the intention to use 
mobile advertising is, the more it can be converted into actually using mobile advertising. In 
addition to this, higher FC = higher UB. It can be interpreted that the more facilitating conditions 
are available to respondents, the more it is expected from them to actually use mobile advertising.    
 
Table 4.10: Regression Results where DV is Use Behaviour (Direct Effect Only) 
R2 0.538 
Adjusted R2 0.536 
 β (B) t-value p-value 
INTEN .552 (.502) 13.696 .000 
FC .255 (.238) 6.318 .000 
  
In addition to analysing the direct effects of intention to use and facilitating conditions, the 
moderated effects of income level, gender, and experience were also analysed. For this, regression 
was run on the data where use behaviour was taken as a dependent variable. The results of the 
moderated effects can be seen in table 4.11. The results indicate that the value of r-square is 54.5%. 
This shows that the research model is highly relevant as more than half of the variance is explained. 
In addition to this, it can also be interpreted from the r-square value that 54.5% of the data fits the 
regression model. It can be seen in table 4.11 that the relationship between intention to use and use 
behaviour is not found to be moderated by either of the two moderators, i.e. experience and income 
level. The results in table 4.11 also indicate that the relationship between facilitating conditions 
and use behaviour is not found to be moderated by either of the two moderators, i.e. experience 






Table 4.11: Regression Results where DV is Use Behaviour (Moderated Effects) 
R2 0.545 
Adjusted R2 0.539 
 β (B) t-value p-value 
INTEN .605 (.550) 8.355 .000 
FC .263 (.246) 3.696 .000 
INTENxExp -.097 (-.002) -.812 .417 
INTENxINC -.005 (-.001) -.111 .912 
FCxG -.091 (-.065) -2.350 .019 
FCxExp .070 (.001) .582 .561 
 
The summary of hypothesis testing is presented in table 4.12, where the outcome of each research 

















Table 4.12: Summary of Hypothesis Testing 
No.  Relationship Decision 
H1 SI → INTEN Not supported 
H2 EE → INTEN Supported 
H3 PE → INTEN Supported 
H4 FC → INTEN Not supported 
H5 PENJ → INTEN Supported 
H6 PI → INTEN Supported 
H7 PERSO → INTEN Supported 
H8 INTEN → USE Supported 
H9 PE → INTEN 
Moderated by GEN & EXP 
Supported 
H10 EE → INTEN 
Moderated by GEN & EXP 
Supported 
H11 SI → INTEN 
Moderated by GEN & EXP 
Supported 
H12a FC → INTEN 
Moderated by GEN & EXP 
Supported 
H12b FC → USE Supported 
H12c FC → USE 
Moderated by GEN & EXP 
Not supported 
H13 PENJ → INTEN 
Moderated by GEN & EXP 
Supported 
H14 PI → INTEN 
Moderated by GEN & EXP 
Partially supported 
H15 PERSO → INTEN 
Moderated by GEN & EXP 
Supported 
H16 INTEN → USE 








4.10. Discussion of Quantitative Results 
4.10.1. Social Influence 
The results generated highlight that social influence does not show a significant relationship with 
consumers’ intentions to use mobile advertising, as shown in tables 4.8, 4.9, and 4.12. This is an 
important finding, as this implies that consumers in Pakistan are not influenced by the people in 
their social circle when it comes to accepting or using mobile advertising. The respondents in the 
study were given four statements in order to assess the effect of social influence on their intention 
to use mobile advertising. These statements were: people in my social circle influence me to buy 
from mobile ads (mean = 1.95), people who buy from mobile ads are trendy (mean = 2.66), people 
in my social circle suggest I should use ads for purchasing (mean = 2.16), and purchasing from 
mobile ads can improve my image within my social circle (mean = 2.13). The mean value for all 
these statements was 2.22, which is more towards disagreement. Once gender and experience were 
added to the model to find the moderated effects of both of these on the relationship between social 
influence and intention to use, it was found that both gender and experience moderated the 
relationship. This means that the effect of social influence on intention to use is stronger for males 
with more experience. So it can be said that there is no direct relationship between social influence 
and intention to use. An explanation for this finding might be that an individual’s intention to either 
accept or reject mobile advertising is not affected by the opinion of the people in his/her social 
circle. Moreover, Castañeda et al. (2009) also found in their research that if people have negative 
attitudes towards a particular phenomenon then this is hardly affected by the opinions of others. 
Other studies (An, Han, & Tong, 2016; Setyahadi & Dewi, 2019) also found no significant effect 
of social influence on consumers’ behavioural intentions. 
4.10.2. Effort Expectancy  
The results generated highlight that effort expectancy is significantly related to consumers’ 
intentions to use mobile advertising, as shown in table 4.8. This implies that if consumers find 
mobile advertising usage easy then they have positive attitudes towards using mobile advertising. 
The respondents in the study were given four statements in order to assess the effort expectancy 






I find mobile advertising easy to use (mean = 2.64), it is easy for me to become skilful at purchasing 
from mobile advertising (mean = 2.52), learning how to view and buy from mobile advertising 
easy for me (mean = 2.78), and my interaction with mobile advertising is clear and understandable 
(mean = 2.85). The mean value for all these statements was 2.69, which is around the middle point 
(i.e. neither agree nor disagree). Moreover, the relationship between effort expectancy and 
intention to use is moderated by both gender and experience (see table 4.9). It can be interpreted 
from the results that the effect of effort expectancy on intention to use is stronger for experienced 
females. It means that more experienced female consumers tend to have positive intentions to use 
mobile advertising, which is quite logical. Martins et al. (2014) also found that users tend to use 
such technologies that are easier to learn and involve less effort to handle. In addition to this, 
Venkatesh et al. (2012) also found a significant impact of effort expectancy on behavioural 
intentions.  
4.10.3. Performance Expectancy 
The results generated highlight that performance expectancy is significantly related to consumers’ 
intentions to use mobile advertising, as shown in table 4.8. This implies that higher expectations 
related to the performance of mobile advertising as a platform results in positive intentions to use 
mobile advertising. The respondents in the study were given four statements in order to assess the 
performance expectancy of mobile advertising as a platform. These statements were: using mobile 
advertising increases my productivity (mean = 2.53), using mobile advertising helps me to 
accomplish things more efficiently (mean = 2.74), I find mobile advertising useful in my daily life 
(mean = 2.65), and using mobile advertising increases my chances of achieving things that are 
important to me (mean = 2.73). The mean value for all these statements was 2.66, which is around 
the middle point (i.e. neither agree nor disagree). Moreover, the relationship between performance 
expectancy and intention to use is moderated by both gender and experience (see table 4.9). It was 
found that the effect of performance expectancy on intention to use is stronger for males with less 
experience. Authors such as Carlsson et al. (2006) and Park et al. (2007) also found that users tend 
to use technologies for which there are higher performance expectations. In addition to this, Chang 







4.10.4. Facilitating Conditions 
The results generated highlight that facilitating conditions did not show a significant relationship 
with consumers’ intentions to use mobile advertising, as shown in tables 4.8, 4.9, and 4.12. This 
finding implies that respondents’ intentions to use mobile advertising are not affected even if they 
have all the compatible resources to use mobile advertising. The respondents in the study were 
given four statements in order to assess the level of facilitating conditions for viewing mobile 
advertising on their mobile devices. These statements were: mobile advertising for purchasing is 
compatible with other technologies I use in my daily life (mean = 2.65), I have appropriate 
knowledge necessary to use mobile advertising (mean = 2.78), I have the resources necessary to 
use mobile advertising (mean = 2.79), and I can get help from people in my social circle when I 
have difficulties in purchasing from mobile advertising (mean = 2.75). The mean value for all these 
statements was 2.75, which is around the middle point (i.e. neither agree nor disagree). These 
figures show that on average the respondents were well equipped with the required resources to 
use mobile advertising. Moreover, there is no direct effect of facilitating conditions on intention 
to use but there are moderated effects of gender and experience on the relationship between 
facilitating conditions and intention to use. Upon analysing the effect of facilitating conditions on 
use behaviour, it was found that facilitating conditions has a significant impact on respondents’ 
use of mobile advertising (see table 4.10). The effects of gender and experience were also analysed 
in terms of the relationship between facilitating conditions and use behaviour. It was found that 
neither of these moderators moderated the relationship between facilitating conditions and use 
behaviour. Other studies (e.g. Venkatesh et al., 2012) also found a significant effect of facilitating 
conditions on consumers’ behavioural intentions and use behaviour.  
4.10.5. Perceived Enjoyment 
The results generated highlight that perceived enjoyment is significantly related to consumers’ 
intentions to use mobile advertising, as shown in table 4.8. This implies that the level of perceived 
enjoyment in mobile advertising is positively related to consumers’ intentions to use mobile 
advertising. The respondents in the study were given four statements in order to assess perceived 
enjoyment in mobile advertising. These statements were: it is fun to use mobile advertising for 






is exciting to use mobile advertising for purchasing (mean = 2.58), and it is enjoyable to use mobile 
advertising for purchasing (mean = 2.60). The mean value for all these statements was 2.54, which 
is at the middle point (i.e. neither agree nor disagree). Moreover, the relationship between 
perceived enjoyment and intention to use is moderated by both gender and experience (see table 
4.9). The effect of perceived enjoyment on intention to use is found to be stronger for males with 
less experience of using mobile advertising. Kwak (2014) concludes that if the content of mobile 
applications is more entertaining and enjoyable then consumers have more positive intentions to 
use such mobile applications. In addition to this, Basak, Gumussoy, and Calisir (2015) also found 
a significant impact of perceived enjoyment on behavioural intentions.  
4.10.6. Perceived Irritation 
The results generated highlight that perceived irritation is significantly related to consumers’ 
intentions to use mobile advertising, as shown in table 4.8. This implies that the level of perceived 
irritation in mobile advertising is negatively related to consumers’ intentions to use mobile 
advertising. The more the content of mobile advertising is perceived to be irritating then the less 
consumers will intend to accept mobile advertising. The respondents in the study were given four 
statements in order to assess perceived irritation in mobile advertising. These statements were: it 
makes me annoyed when I receive mobile advertising messages at odd times (mean = 3.44), it 
makes me irritated when I receive mobile advertising that is not related to me (mean = 3.62), it 
makes me irritated when I receive multiple mobile advertising messages for the same product in 
the same day (mean = 3.58), and it makes me irritated when I am forced to see a mobile advertising 
message while doing important tasks (mean = 3.64). The mean value for all these statements was 
3.57, which is more towards agreement. The relationship between perceived irritation and intention 
to use is found to be moderated by experience but not by gender (see table 4.9). Boateng, Okoe, 
and Omane (2016) conclude in their research that if the contents of mobile ads are irritating then 
consumers have lower intentions to use such mobile ads. In addition to this, Boateng et al. (2016) 









The results generated highlight that personalization is significantly related to consumers’ 
intentions to use mobile advertising, as shown in table 4.8. This implies that if the ad content is 
more personalized to a consumer’s needs and matches his/her personality then the consumer is 
more likely to intend to use such mobile advertising. The respondents in the study were given three 
statements in order to assess personalization in mobile advertising. These statements were: I would 
like to receive mobile advertising with more personalized contents (mean = 3.18), I would be 
willing to spend time providing my personal details and preferences to make mobile advertising 
better match my needs (mean = 2.84), and I would like to receive mobile advertising as per my 
previous search history for goods (mean = 2.90). The mean value for all these statements was 2.97, 
which is around the middle point (i.e. neither agree nor disagree). Moreover, both gender and 
experience were found to moderate the relationship between personalization and intention to use 
mobile advertising (see table 4.9). The results highlight that the effect of personalization on 
intention to use is stronger for females with more experience. Smith (2019) concludes that if the 
contents of mobile ads are more personalized and customized as per the needs of the consumers 
then consumers have more positive intentions to use such mobile ads. In addition to this, Feng et 
al. (2016) also found a significant impact of personalization on behavioural intentions. 
4.10.8. Intention to Use Mobile Advertising 
The results generated highlight that intention to use mobile advertising is significantly and 
positively related to consumers’ use behaviour, as shown in table 4.10. This implies that if the 
consumers have a higher level of positive intention to use mobile advertising then they will also 
use mobile advertising for purchasing. The respondents in the study were given three statements 
in order to assess their intention to use mobile advertising. These statements were: I intend to see 
mobile advertising in my daily life (mean = 2.38), I intend to use mobile advertising for shopping 
in future (mean = 2.65), and I intend to receive mobile advertising in future (mean = 2.70). The 
mean value for all these statements was 2.57, which is around the middle point (i.e. neither agree 
nor disagree). Moreover, two moderators – experience and income level – were used for the 
relationship between intention to use mobile advertising and use behaviour towards mobile 






the relationship between intention to use mobile advertising and use behaviour towards mobile 
advertising (see table 4.11). Many previous studies (e.g. Jeong & Lambert, 2001; Venkatesh et al., 
2012) have found a strong relationship between behavioural intentions and actual use behaviour.  
4.11. Results and Discussion of Qualitative Data 
The current study put effort into exploring consumers’ attitudes and use of mobile advertising. As 
the quantitative portion of this research aimed to identify factors that affect consumers’ intentions 
to use mobile advertising and use of mobile advertising, the qualitative portion of this research 
was conducted with the same purpose. The review of related literature from the area of advertising, 
particularly the qualitative studies, highlighted two crucial factors that can generate positive or 
negative attitudes among consumers towards advertising (Smith & Yang, 2004), namely 
contextual relevance and intrusiveness. Contextual relevance is explored by various authors and 
different terms are used for the concept. For example, Runco and Charles (1993) use the term 
‘appropriateness’ for contextual relevance, while Smith and Yang (2004) use the term ‘contextual 
relevance’ to explain the fitness of advertising for its context. In this study, the concept is also 
termed contextual relevance. Smith and Yang (2004) define contextual relevance as the relevance 
to the context of viewing. Smith and Yang (2004) argue that if the ad is irrelevant to the context 
in terms of timing, size, and placement, it can negatively affect the interaction between consumer 
and advertiser. Participant 11 summed up his experience of mobile advertising in terms of 
contextual relevance in this way: 
[…] because these ads usually have no relevance to what I am doing on my mobile device. 
Once, my teacher sent me a link of a YouTube video in which he recorded some guidelines 
to do our final project. During that 20-minute video, I was shown three different ads. One 
of those ads was related to very interesting internet/data packages. I paused that video and 
started to explore the ad contents that was shown to me and, in the end, I wasted an hour 
in doing so. That ad distracted me from a very important message related to my final 
semester project. In addition to this, the ad content had no relevance to what I was doing.  






[I] was playing a game on my mobile phone along with my younger brother who was sitting 
beside me. We were both playing very keenly and cleared one stage of that game. Before 
moving to next stage, there came an ad that was related to an adult game with very horny 
voices of the female character of the game that was being advertised in the ad. It was such 
an embarrassing situation for both me and my younger brother as I couldn’t find the button 
to close the ad or to move it away.  
Some of the participants had also positive experiences out of contextual relevance where they 
actually liked the ad and searched for more information about the ad content. Some of them even 
bought the advertised products or services. Participant 7 shared his experience of contextual 
relevance: 
[…] as for me context is really important when it comes to mobile advertising. Once, the 
weather was so hot in my town. I was curious to know about the current degrees Celsius. 
For this, I opened a weather website on my mobile to know the weather predictions for my 
town. Upon opening the website, I saw an ad on the side of the page from a travel agent in 
which a tour to a hill station was advertised. That message immediately got my attention 
and I clicked on the ad to find further information about the package that was offered by 
the company. I ended up booking the package for a five-day tour.  
The above response is a perfect scenario for contextual relevance as the person was looking for 
weather predictions and there he found the ad to go to a hill station. Furthermore, Participants 4, 
8, and 13 expressed their satisfaction about the role of Google search and recommended ads by 
Google. For example, Participant 13 argued that: 
[…] whenever I search for some information about a product or service in Google Chrome 
through my mobile device, soon after that, I am shown the ads related to my search history. 
This is the kind of personalization that makes me to click on the ads. For example, if I 
searched for kids clothing on Google Chrome. Google Chrome shows me the ads from kids 
clothing brands along with the search results. Due to this, things become a lot easier for me 






It is evident from the statements of different participants that personalization in mobile advertising 
is important for consumers. Irrelevant ads fail to grab consumers’ attention or make them want to 
click on the ads. The development of irritation towards mobile advertising is due to various reasons 
such as bad timing of message delivery, repetitive ads, and irrelevancy of ad content. Participant 
9 got irritated by mobile advertising for the following reason: 
[…] late in the night, I just wake up to see the time on my mobile phone. As soon as I 
grabbed my phone to look for the time, the device detected the motion and soon after that 
I was sent three or four text messages from my mobile service provider to buy some internet 
data packages. The constant notification tones disturbed me a lot and I could not sleep after 
that. The first thing I did in the morning to call my service provider and blocked all the 
promotional messages on my number. 
This shows that irritating mobile advertising compels the consumers not only to have negative 
attitudes towards a particular brand but also start disliking mobile advertising in general. The 
responses from the participants of the study highlight the importance of contextual relevance and 
personalization in creating positive intentions to use mobile advertising. It is also apparent that 
irritation negatively affects intention to use mobile advertising. The comparison of the quantitative 
and qualitative results highlights the commonalities among both approaches. The quantitative 
results showed a positive and significant relationship between personalization and consumers’ 
intentions to use mobile advertising; the same is found in the qualitative results, as the participants 
highlighted how personalized promotional messages compelled them to click on mobile 
advertising and in some cases they also bought the advertised products/services that matched their 
needs.  
The participants in the qualitative research groups highlighted their concerns about mobile 
advertising as a whole, outlining their experiences of contextual irrelevance and intrusiveness in 
all sorts of mobile advertising, such as SMS ads, social media ads (Facebook, Twitter, Instagram, 
Snapchat, etc.), ads in mobile applications, ads while exploring websites, ads while streaming 
videos, and ads while playing games or in-app ads. Some participants further added that they had 






[…] I have the same feelings towards all sorts of mobile advertising and most of the time 
I get irritated. Either mobile advertising is in shape of text message or while I watch some 
YouTube video where I am shown things that have no relevance to me. For example, once 
I got a series of text messages from an unknown number where the sender advertised some 
industrial products. I am a student and I have no idea about those industrial products. The 
same message was sent to me for more than six months. Finally, I decided to block that 
number. I am also not happy with the ads that are shown to me while I use Facebook. 
Facebook forces me to watch the ads. For example, if I am watching some video on my 
timeline then suddenly an ad is shown in the middle of the video where there is no option 
to skip the ad. This gets me really annoyed. Due to these reasons, I have started to ignore 
all sorts of mobile ads.   
In terms of irritation caused by mobile advertising, as in the quantitative portion of the study, the 
qualitative results highlight the negative relationship between perceived irritation and consumers’ 
intentions to use mobile advertising; both quantitative and qualitative results show that irritating 















CHAPTER 5: CONCLUSION 
 
5.1. Research Contributions 
The scientific aim of this thesis was to provide a broader perspective on the factors affecting 
consumers’ intentions to use mobile advertising. Along with this, the current research also aimed 
to uncover the relationship between consumers’ intentions and their use behaviour. The thesis has 
successfully achieved its aim by providing a sound theoretical base for the study and a rigorous 
research methodology, which enabled the researcher to analyse and prove the relationships 
between dependent and independent variables. Moreover, the results of the thesis also show the 
moderating effects of different variables, such as gender, income level, and experience, on the 
relationships between dependent and independent variables. In doing so, the thesis has come up 
with some valuable contributions. These contributions are discussed in the following sections of 
this chapter.  
5.1.1. Theoretical Contributions 
The results of this research eliminate the gap between UTAUT2 and consumers’ intentions to use 
mobile advertising. Venkatesh et al. (2003) came up with UTAUT, with which users’ acceptance 
of new technologies can be analysed. It is important to mention here that the first version of 
UTAUT was targeted towards business users; the sample comprised employees of four 
organizations and examined their attitudes and intentions towards the use of different new 
technologies in the workplace. Venkatesh et al. (2012) further extended UTAUT and came up with 
UTAUT2. The second version of UTAUT was targeted towards analysing consumers’ intentions 
to use mobile internet. The theoretical base for the current research is derived from UTAUT2. This 
thesis made an attempt to validate UTAUT2 in the area of mobile advertising. Along with this, the 
current research extended UTAUT2 by including factors such as social influence, effort 
expectancy, performance expectancy, and facilitating conditions, which were based on the 
UTAUT2 model of Venkatesh et al. (2012). However, perceived enjoyment was conceptualized 
as ‘hedonic motivation’ in Venkatesh et al. (2012). Additionally, factors such as perceived 
irritation and personalization were added in an attempt to extend the UTAUT2 model of Venkatesh 






acknowledge the importance of personalization and the element of irritation in shaping consumers’ 
attitudes towards technology adoption, but none makes an attempt to explicitly test these 
assumptions as well-operationalized constructs within the context of mobile advertising. 
Therefore, this thesis empirically tested both personalization and perceived irritation in addition to 
the other constructs of UTAUT2 model. This thesis also contributes by providing insight into the 
complex relationship between mobile device users, their mobile devices, their intentions, and their 
use of mobile advertising. 
5.1.2. Empirical Contributions 
The results of the current thesis also contribute empirically in the field of mobile advertising. The 
current thesis extends UTUAT2 as it adds two additional constructs, i.e. perceived irritation and 
personalization, to the theory. Both these factors are found to have significant effects on 
consumers’ intentions to accept and use mobile advertising. The results highlight that perceived 
level of irritation with mobile advertising negatively affects consumers’ intentions to use mobile 
advertising. This means that the higher the value of perceived irritation, the lower the intention to 
use. In other words, a high level of perceived irritation will make consumers avoid, reject, or have 
negative intentions towards using mobile advertising. In terms of personalization, a positive 
relationship is found with consumers’ intentions to use mobile advertising. If the value of 
personalization is higher, then consumers strongly intend to use mobile advertising (higher PERSO 
= higher IU). In other words, if the promotional messages of mobile advertising are more 
personalized to the needs, wants, and personal preferences of consumers then they are more likely 
to intend to use such ads. Therefore, it can be concluded that adding the two variables and 
highlighting their significant impacts on intention to use mobile advertising is itself a considerable 
empirical contribution in the field of mobile advertising. In addition to this, the qualitative results 
of the current thesis also highlight some of the major concerns of consumers towards mobile 
advertising. Participants shared both their good and bad experiences of using mobile advertising, 








5.1.3. Extending of Current Understanding of Consumer Intentions and Use Behaviour 
This thesis provides sound theoretical contributions to knowledge in the area of mobile advertising. 
The research not only validates UTAUT2 in the area of mobile advertising but also extends the 
UTAUT2 model by adding two more constructs, i.e. perceived irritation and personalization. In 
doing so, the number of factors that can affect consumers’ intentions to use mobile advertising has 
been increased. The results of the study highlight the factors that can have positive or negative 
impacts on consumers’ intentions to use mobile advertising.  
5.1.4. Basis for Future Research 
Future researchers will be able to build upon the results of this thesis in order to further explore 
factors that can affect consumers’ intentions to use mobile advertising and also to positively shape 
their use behaviours. The world is witnessing fast-paced technological innovations in mobile 
communication with the introduction of several new types of mobile device, such as wearable 
smartwatches. The introduction of these devices is changing the overall landscape of mobile 
advertising as the exposure to mobile phones themselves is decreased by such devices. There are 
many other related areas that could be explored by future researchers, such as location-based 
advertising. Location-based ads are those in which a consumer’s real-time location is traced and 
then he/she is shown targeted ads as per his/her needs. However, some authors, such as Gutierrez, 
O’Leary, Rana, Dwivedi, and Calle (2019), regard location-based advertising as a breach of an 
individual’s privacy. Furthermore, there are other factors that need to be explored in order to find 
out their relative impact on consumers’ intentions to use mobile advertising and their ultimate use 
behaviours. These factors include trust issues, perceived risks, and perceived benefits.  
5.1.5. Managerial Contributions  
The current study generated two-fold managerial contributions. First, the literature review included 
in the thesis is itself a managerial contribution. The second managerial contribution is related to 
the results of the thesis. The review of related literature enables marketers to have a better 
understanding of this under-researched area of study as some very important issues associated with 
mobile advertising are highlighted. Furthermore, the review of related literature highlights that 






related literature that consumers have started to avoid advertising content on their mobile devices 
as such material is often ill-structured and irritating. Along with this, many consumers have started 
to install ad-blocking applications to their mobile devices as a way to block advertisements. This 
is a great threat to the area of mobile advertising. The intensive discussion in the literature review 
section of this thesis can help advertisers come up with better ways to communicate their 
promotional messages to consumers. It is also highlighted that advertisers must align their 
promotional messages and ad content with the needs and preferences of their audience. For this, 
advertisers need to understand the relationship between users and their mobile devices in order to 
improve the advertising experience. The results of this thesis will also enable advertisers to make 
efficient choices regarding advertising practices. The results identify some of the important factors 
and their relative impacts on consumers’ intentions to use mobile advertising. Moreover, it was 
found that consumers expect more personalized promotional messages to be shown to them as per 
their needs and preferences. The participants of the study also shared that they not only click on 
personalized ads, but they also tend to buy advertised products/services that match their 
personality. The findings of the study point out that advertisers must pay attention to the contextual 
relevance of the ads and also the element of irritation that can be caused among consumers, as such 
ads create negative attitudes and intentions towards mobile advertising.     
5.1.6. Methodological Contributions  
It was not in the scope of this thesis to come up with methodological contributions. However, some 
important methodological insights were generated. There are usually two types of research study 
(in terms of data collection): field studies and laboratory studies. In the context of marketing 
research, field studies are those in which the researcher interacts with real consumers with the 
purpose of gathering research data, whereas laboratory studies are conducted in a highly controlled 
and artificial environment in laboratories. Field and laboratory studies have different benefits. A 
field study enables the researcher to explore real-life scenarios that are faced by consumers. In this 
way, the level of generalizability and external validity of the results are greater in field studies. 
However, in laboratory studies, the level of internal validity is higher as such studies allow the 
researcher to control various extraneous variables. This thesis adopted an approach where the 






research was collected through a survey generated through an online platform known as 1ka.si. 
This platform developed a URL (website) for the questionnaire. This URL was compatible with 
the mobile devices of study participants. This helped in having a hybrid approach with elements 
of both a field study and a laboratory study. Being able to access the questionnaire website on a 
mobile device helped the researcher to give greater mobility to study participants as they were able 
to fill in the questionnaire during their day-to-day routines, whether they were sitting in their 
university library, travelling, or at home. Choosing this approach made it easier to recruit a study 
sample. The website for the questionnaire also allowed the researcher to attain the benefits of both 
approaches as well as counteracting the limitations associated with each approach. It was also 
noted during the course of the study that giving the URL of the questionnaire to study participants 
brought another benefit in that the participants made a conscious decision to participate in the 
study when clicking/opening the URL. Due to this, the possibility of any ambiguity in terms of 
informed consent was also eliminated as the participants were actually recruiting themselves to 
participate in the study. It was also observed during the process of data collection that accessing 
the questionnaire from mobile devices also improved the user experience as the participants were 
being engaged and surveyed outside of the controlled environment of a laboratory and the 
experience of participating in the study was found to be easy and smooth. This also helped the 
researcher to get a high response rate in the least amount of time. This approach not only helped 
the researcher to get a higher response rate but also reduced the time involved in data preparation 
as the online platform through which the questionnaire was developed also enabled the researcher 
to collect the responses in digital format ready to be analysed in SPSS. 
5.2. Research Limitations 
This thesis aimed to reducing the number of limitations as much as possible in order to improve 
the generalizability of results and also to have better validity. However, there are always some 
limitations attached to any study. It is crucial to highlight the research limitations in order to better 
interpret the results of the study. According to Patton (1990), there can never be a perfect research 
design that has no limitations. Hence, there are also some limitations of the current research. This 







5.2.1. Variability in Human Behaviour 
Most social sciences research studies are targeted towards understanding human behaviours. 
Researchers in the area of social sciences have highlighted the variability in human behaviours 
(Greene and d’Oliveira, 2005) as every human being varies in their behaviours towards certain 
phenomena. Due to this, it is nearly impossible for social scientists to make predictions that can 
be generalized to all (Greene & d’Oliveira, 2005). Authors such as Greene and d’Oliveira (2005) 
recommend utilizing homogeneous groups in social sciences as a way to reduce the level of 
variability. The authors further add that a certain level of variability always exists in research 
studies that are targeted towards predicting human behaviour. Due to this, a researcher in the area 
of social sciences has less control over variability associated to human behaviour. As already 
discussed, the current research aimed to reduce the level of variability by utilizing a homogenous 
group during the data collection phase of this research. Along with this, the level of variability was 
reduced throughout the research process wherever it was possible. It is important to mention that 
the current research did not record actual behaviour but rather the respondents were asked to recall 
their previous experiences regarding mobile advertising. Due to this, there was a possibility of 
variability in the results. In order to cater to this situation and also to have uniformity of responses, 
all the Likert scales used in the research questionnaire were statement-anchored Likert scales. 
According to Hair et al. (1998), Likert scales with anchor points help in to gain a higher level of 
reliability in the results and also reduces the chances of variability.  
5.2.2. Hypothesis Bias 
The current thesis utilized stated behaviours instead of actual behaviour. Loomis (2011) advises 
caution about hypothesis bias, adding that there could be a difference between what an individual 
says and what he/she actually does. Keeping in view the scope of the current research, assessment 
of stated behaviour was the only way forward. Many researchers in the area of social sciences have 
pointed out ethical issues associated with measuring actual behaviours. Moreover, the time and 
cost constraints associated with the current research did not allow the addressing of the ethical 
complexities involved in measuring actual behaviours. Hence, the most suitable option was to 






valuable insights in order to understand the possible impacts on actual behaviour, this remains a 
limitation of the current study and its findings.  
5.2.3. Research Sample 
The current research adopted a convenience sampling method for data collection. One way of 
recruiting study participants through convenience sampling is by employing student cohorts. 
Adams, Khan, Raeside, and White (2007) argue in their research that most academic research 
studies are based on a student sample, with data being collected within the premises of universities 
where access to the population is easier and more resource efficient. Blair and Zinkhan (2006) 
conclude that ease of access to a population makes the use of student samples common in social 
sciences research. Lefever, Dal, and Matthiasdottir (2007) highlight some of the limitations 
associated to employing a student sample, arguing that student samples are inherently different 
from each other based on different factors such as sense of self and varied attitudes, which reduces 
the ability of student samples to represent the broader population. In addition to this, Lefever et al. 
(2007) conclude in their research that the results generated by collecting data from student samples 
have a lower level of generalizability. However, Blair and Zinkhan (2006) argue that the use of 
student samples are good as a starting point where the aim is to further improve generalizability in 
future. The current thesis is targeted towards exploring factors affecting consumers’ intentions and 
use of mobile advertising with a target population of Pakistani youths aged 18–30. It is observed 
that many young people in this age group are still enrolled in universities. Therefore, the adoption 
of a student sample was not problematic for the current research. 
5.2.4. Research Context 
A limitation of this research is attached to the context in which it was designed. Most research 
studies have contextual limitations in which studies are designed and initiated. The context of the 
current research is very specific in its nature. The current study took mobile advertising as a whole 
and the participants of the study were asked to give their opinions about their intentions and use 
behaviour towards mobile advertising as a whole. The participants were not asked to give their 
opinions about mobile advertising on a particular platform, such as mobile ads on social 






resource constraints, the focus of the current thesis was the analysis of consumers’ intentions and 
use behaviour towards mobile advertising in general and no differentiation was made in order to 
explore mobile ads on different platforms, such as on mobile websites, mobile applications, or 
video streaming sites. In addition to this, Ahmad, Jamil, and Ali (2017) conclude in their research 
that mobile advertising in Pakistan is facing negative attitudes from consumers, who try to ignore 
mobile advertising as a whole, irrespective of where the ads are shown. So the main focus of the 
current thesis is an exploration of the factors that affect consumers’ intentions and use behaviours 
towards mobile advertising as a whole.  
The current research also has limitations in terms of its cultural and economic contexts. The 
research population consisted of respondents from Pakistan. There are various cultural and 
economic factors that make the Pakistani market different from other regions of the world. First of 
all, Pakistan is a very culturally diverse society; there are more than 15 different ethnic groups that 
differ in terms of customs, values, norms, physical features, and choices (Shah & Amjad, 2011). 
In addition to this, more than 70 different languages are spoken in Pakistan. Shah and Amjad 
(2011) add that Pakistani society has Afghan, Indian, Persian, Western Asian, South Asian, and 
Central Asian influences. Moreover, religion has a strong impact on people’s daily lives (Shah & 
Amjad, 2011). These unique cultural characteristics also affect consumers’ shopping patterns and 
their usage of mobile advertising. Tarar (2017) highlights some of the major reasons behind 
Pakistani consumers’ preference for traditional retailers instead of e-commerce platforms. Tarar 
(2017) argues that there is a lack of cultural activities and entertainment events in Pakistan. Due 
to this, outdoor shopping has become a source of enjoyment and a way to escape daily routine life; 
normal grocery shopping is often accompanied by family dining at a restaurant (Tarar, 2017). 
However, this is entirely different in Western societies where consumers have less time to 
physically visit stores/markets and that makes them look for alternative solutions to fulfil their 
shopping needs. Tarar (2017) adds that Pakistani consumers tend to enjoy shopping as a family 
event. Secondly, there is a general perception about fraud and misrepresentation of products that 
are advertised on mobile devices and other online platforms. It has been found that online retailers 
tend to conceal the weaknesses of products and that has made Pakistani consumers prefer to 
physically visit the stores in order to verify the quality of the products they want to buy (Tarar, 






where there were differences (in terms of size, shape, colour, quantity, and design) between the 
advertised and delivered products (Tarar, 2017). All these reasons have affected the level of trust 
of Pakistani consumers in the online market. Tarar (2017) highlights that one of the most important 
aspects for consumers’ avoidance of e-retailers is the lowered or lack of bargaining power of 
consumers. Pakistani consumers tend to barter and haggle about the price of a particular product, 
which is not possible when shopping online. In addition to this, the delivery charges along with 
the product price make the products costlier than the price offered by physical retailers. Keeping 
in view the economic indicators of the country, it is important to mention here that Pakistan has a 
high level of inflation and low per capita income. In addition to this, there is generally only one 
earning member of each family, which leaves less disposable income. Due to these factors, 
Pakistanis are very conscious about the price of goods. Moreover, consumers in Pakistan are 
hesitant about buying goods from online retailers as they have previously experienced fraudulent 
practices (Tarar, 2017). Along with all the negatives attached to e-retailing in Pakistan, there are 
also some positive aspects of this. Glavee-Geo, Shaikh, and Karjaluoto (2017) argue that the 
limited or restricted mobility of women in Pakistan has made female consumers move towards 
online alternatives. It is also evident from another study conducted by Riaz et al. (2012) that the 
rate of mobile advertising usage among female consumers is higher than among male consumers. 
That may be the reason behind the demonstrated moderating effect of gender, which may be 
context specific. This was also found to be true in the current research, because the number of 
female respondents was higher than male respondents, since more female students opened the link 
to the questionnaire. However, the results and conclusion of the current thesis cannot be applied 
to other regions of the world as the research context is limited to Pakistani consumers, who have 
different values, norms, and cultural and economic characteristics than consumers in other parts 
of the world.  
5.3. Recommendations for Future Research 
The current thesis presents a thorough understanding of consumers’ intentions and use behaviour 
towards mobile advertising. In addition to this, the research also highlights key factors that can 






also some recommendations which would be helpful for future research. So this section is targeted 
towards highlighting those recommendations.  
5.3.1. Expansion of Research Context  
As mentioned before, the current thesis looked at mobile advertising as a whole; the participants 
were not asked to give their opinions about mobile advertising on a particular platform, such as 
mobile ads on social networking sites, blogging sites, video streaming sites, or mobile apps. It is 
recommended that future research expands the research context to include mobile advertising on 
platforms such as social networking sites, video streaming sites, blogging sites, and mobile apps, 
which should all be explored individually. In addition to this, the cross-validation of results by 
analysing consumers’ intentions to use mobile advertising on different platforms is recommended. 
This would help to gain a higher level of generalizability and also help in assessing consumers’ 
intentions to use mobile advertising more efficiently.  
5.3.2. Further Investigation into Independent Variables 
The current thesis investigated seven factors as independent variables and explored their relative 
impact on consumers’ intentions to use mobile advertising and use behaviour. These independent 
variables were social influence, performance expectancy, effort expectancy, facilitating 
conditions, perceived enjoyment, perceived irritation, and personalization. Four of these 
independent variables – social influence, performance expectancy, effort expectancy, and 
facilitating conditions – were taken from Venkatesh et al. (2012), whereas the variables perceived 
enjoyment, perceived irritation, and personalization were added by the researcher in order to 
expand UTAUT2. It is recommended that future researchers further investigate the variables that 
were added to this research, i.e. perceived enjoyment, perceived irritation, and personalization. 
Future research studies should also focus on the positive and negative impacts of perceived 
irritation, perceived enjoyment, and personalization on consumers’ intentions to use mobile 
advertising. In addition to this, future researchers should also explore factors that can affect 
consumers’ intentions to use mobile advertising, such as perceived risks, perceived benefits, 
perceived trust, and location-based personalization of ads.  
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Appendix A: Survey Questionnaire 
Section A 
The following questions are asked to assess your usage of mobile devices: 
Do you have a mobile device (mobile phone, tablet, iPod, iPad, e-reader, Kindle, etc.) with an 
active internet connection?  
 
How much time (in hours) do you spend on 
mobile devices per day? 
____________ 
 




For how long (in months) have you been 
using mobile advertising?  
“Using mobile advertising” refers to viewing 
ads, engaging with ads, being interested in 













Section B: Mobile internet usage 
Please answer the following questions to indicate your access to the internet: 
Please indicate your access to Wi-Fi  • At home 
• At workplace/university 
• All of above 
• Nowhere 
 
When do you buy internet package from your 
mobile service provider? 




• As soon as my previous package is 
consumed 
• I don’t buy mobile data 
 
Section C: Mobile advertising exposure 
Please rate the following statements as per your frequency of receiving the following types of 
mobile advertising during the last six months on the scale of 1 to 5 where 1 means “Never” and 5 
means “Very frequently”: 
1) SMS ads Never 1: _: _: _: 5 Very frequently 
2) Social media ads (Facebook, Twitter, 
Instagram, Snapchat, etc.) 
Never 1: _: _: _: 5 Very frequently 
3) Ads in mobile applications Never 1: _: _: _: 5 Very frequently 
4) Ads while exploring websites Never 1: _: _: _: 5 Very frequently 
5) Ads while streaming videos Never 1: _: _: _: 5 Very frequently 







Section D: Factors affecting consumers’ intentions to use mobile advertising 
The questions in this section are asked to assess your opinion about the mobile devices you own. 
Please rate the following statements on the scale of 1 to 5 where 1 means “Strongly disagree” 
and 5 means “Strongly agree”: 
Social Influence 
1) People in my social circle influence me to 
buy from mobile ads 
Strongly disagree 1: _: _: _: 5 Strongly agree 
2) People who buy from mobile ads are 
trendy 
Strongly disagree 1: _: _: _: 5 Strongly agree 
3) People in my social circle suggest I should 
use mobile ads for purchasing 
Strongly disagree 1: _: _: _: 5 Strongly agree 
4) Purchasing from mobile ads can improve 
my image within my social circle 
Strongly disagree 1: _: _: _: 5 Strongly agree 
Effort Expectancy 
5) I find mobile advertising easy to use Strongly disagree 1: _: _: _: 5 Strongly agree 
6) It is easy for me to become skilful at 
purchasing from mobile advertising 
Strongly disagree 1: _: _: _: 5 Strongly agree 
7) Learning how to view and buy from mobile 
advertising easy for me 
Strongly disagree 1: _: _: _: 5 Strongly agree 
8) My interaction with mobile advertising is 
clear and understandable 
Strongly disagree 1: _: _: _: 5 Strongly agree 
Performance Expectancy 
9) Using mobile advertising increases my 
productivity 
Strongly disagree 1: _: _: _: 5 Strongly agree 
10) Using mobile advertising helps me to 
accomplish things more efficiently 
Strongly disagree 1: _: _: _: 5 Strongly agree 
11) I find mobile advertising useful in my 
daily life 






12) Using mobile advertising increases my 
chances of achieving things that are important 
to me 
Strongly disagree 1: _: _: _: 5 Strongly agree 
Facilitating Conditions 
13) Mobile advertising for purchasing is 
compatible with other technologies I use in 
my daily life 
Strongly disagree 1: _: _: _: 5 Strongly agree 
14) I have appropriate knowledge necessary 
to use mobile advertising 
Strongly disagree 1: _: _: _: 5 Strongly agree 
15) I have the resources necessary to use 
mobile advertising 
Strongly disagree 1: _: _: _: 5 Strongly agree 
16) I can get help from people in my social 
circle when I have difficulties in purchasing 
from mobile advertising 
Strongly disagree 1: _: _: _: 5 Strongly agree 
Perceived Enjoyment  
17) It is fun to use mobile advertising for 
purchasing 
Strongly disagree 1: _: _: _: 5 Strongly agree 
18) It is pleasing to use mobile advertising for 
purchasing 
Strongly disagree 1: _: _: _: 5 Strongly agree 
19) It is exciting to use mobile advertising for 
purchasing 
Strongly disagree 1: _: _: _: 5 Strongly agree 
20) It is enjoyable to use mobile advertising 
for purchasing 
Strongly disagree 1: _: _: _: 5 Strongly agree 
Perceived Irritation 
21) It makes me annoyed when I receive 
mobile advertising messages at odd times 
Strongly disagree 1: _: _: _: 5 Strongly agree 
22) It makes me irritated when I receive 
mobile advertising that is not related to me 






23) It makes me irritated when I receive 
multiple mobile advertising messages for the 
same product in the same day 
Strongly disagree 1: _: _: _: 5 Strongly agree 
24) It makes me irritated when I am forced to 
see a mobile advertising message while doing 
important tasks 
Strongly disagree 1: _: _: _: 5 Strongly agree 
Personalization 
25) I would like to receive mobile advertising 
with more personalized content 
Strongly disagree 1: _: _: _: 5 Strongly agree 
26) I would be willing to spend time 
providing my personal details and preferences 
to make mobile advertising better match my 
needs 
Strongly disagree 1: _: _: _: 5 Strongly agree 
27) I would like to receive mobile advertising 
as per my previous search history for goods  
Strongly disagree 1: _: _: _: 5 Strongly agree 
 
Section E: Intention to use mobile advertising 
The questions in this section are asked to assess your intention to accept mobile advertising. 
Note: In the following statements, “Using mobile advertising” refers to viewing ads, engaging 
with ads, being interested in ads, and purchasing after seeing mobile advertising.  
Please rate the following statements on the scale of 1 to 5 where 1 means “Strongly disagree” 
and 5 means “Strongly agree”: 
1) I intend to see mobile advertising in my 
daily life 
Strongly disagree 1: _: _: _: 5 Strongly agree 
2) I intend to use mobile advertising for 
shopping in future. 
Strongly disagree 1: _: _: _: 5 Strongly agree 
3) I intend to receive mobile advertising in 
future 






Section F: Use of mobile advertising 
The questions in this section are asked to assess your usage of mobile advertising. Please rate the 
following statements as per your usage frequency in the last six months on the scale of 1 to 5 
where 1 means “Never” and 5 means “Many times”: 
1) I have read the advertising content 
completely in mobile ads 
Never 1: _: _: _: 5 Many times 
2) I have clicked on mobile advertising to 
check the offering for an advertised 
product/service 
Never 1: _: _: _: 5 Many times 
3) I have visited the website/social media 
page of the company to get more information 
after seeing the mobile advertising 
Never 1: _: _: _: 5 Many times 
4) I have bought products/services which are 
advertised in mobile ads 
Never 1: _: _: _: 5 Many times 
 
Section G: Demographic profile of respondents 
The following questions are asked to assess your demographic profile: 
What is the highest level of education you 
have achieved or enrolled in? 
• Intermediate or lower 
• Bachelor’s degree 
• Master’s degree 
• Doctorate/PhD 
 
What is your monthly family income level in 
PKR? 
• 20,000 or below 
• 20,001 to 30,000 
• 30,001 to 40,000 
• 40,001 to 50,000 







What is your gender? • Male 
• Female 
 
What is your year of birth?           ________________ 
 
 
To which province do you belong? • Balochistan  





















Mobile devices........ 15, 17, 24, 48, 74,  
75, 92, 107, 108, 137 
Facilitating conditions....... 78, 81, 85, 98,  
101, 113, 117, 127, 134, 143 
Mobile advertising...... 17, 18, 21, 23, 27, 
35, 46, 77, 130, 135 
Perceived irritation............ 73, 78, 82, 83,  
98, 101, 113, 128, 135, 143 
Intention to use........ 18, 19, 72, 78, 84, 
98, 102, 108, 129, 135  
Personalization........... 73, 78, 83, 84, 101,  
113, 117, 129, 135, 143 
Use behaviour.......... 19, 74, 78, 84, 102,  
112, 127, 130, 136, 143 
Unified theory of acceptance and use of 
technology........ 18, 61, 72, 73, 84, 96, 97,  
134, 136, 143 
Social influence........ 73, 78, 79, 85, 88, 
98, 100, 113, 125, 143 
Pakistan............ 74, 75, 76, 92, 96, 107, 108,  
140, 141, 142 
Effort expectancy....... 72, 78, 79, 85, 97, 
100, 113, 125, 134, 143 
 
Performance expectancy.... 72, 78, 80, 84, 
98, 100, 117, 126, 134, 143 
 
Perceived enjoyment...... 73, 78, 81, 82, 86, 
















Mobilno komuniciranje je od prvega brezžičnega prenosa radijskih valov, ki ga je izvedel 
Guglielmo Marconi leta 1895, postopoma postalo sestavni del življenja. Svet je z mobilnimi 
telefoni in tablicami doživel izjemen tehnološki napredek na tem področju. Tako so uporabniki 
pridobili možnosti komunikacije z drugimi, hkrati pa so tudi oglaševalci pridobili številne nove 
inovativne načine posredovanja svojih sporočil. Spletni statistični portal Statista (2016) navaja, da 
je bilo v letu 2016 na svetu približno že 4,61 milijard uporabnikov mobilnih telefonov.  
Sharma, Herzog, in Melfi (2008) navajajo štiri edinstvene lastnosti mobilnih naprav, zaradi katerih 
so boljše od tradicionalnih medijev za posredovanje oglaševalskih sporočil. Prvič, v zadnjem času 
so mobilne naprave postale sredstvo za izražanje osebnega sloga uporabnikov. Poleg tega so 
mobilne naprave močno razširjene po vsem svetu. Statista (2016) navaja, da je v Združenih 
državah Amerike število mobilnih uporabnikov preseglo število naročnikov internetnih storitev. 
Mobilne naprave so postale tudi simbol družbenega statusa uporabnikov. Proizvajalci mobilnih 
naprav in ponudniki storitev so zato še bolj pospešili razvoj mobilnih tehnologij (Jun & Lee, 2007). 
To pa je oglaševalcem odprlo nove priložnosti za trženje svojih produktov. Drugič, 
najpomembnejša lastnost mobilnih naprav je povezana ravno z njihovo mobilnostjo. Mobilne 
naprave je namreč mogoče večino časa nositi s seboj, zato so uporabniki oglaševalcem na voljo 
kadarkoli. Uporabnikom ni potrebno prižgati televizije ali radia, da bi bili izpostavljeni 
oglaševanju. Razvoj novih funkcij mobilnih naprav je oglaševalcem v zadnjem času omogočil 
sledenje geografske lokacije potrošnikov, na podlagi katere lahko potrošnikom pošiljajo natančno 
oblikovane informacije in oglase. Tretjič, različne povezane funkcije mobilnih naprav, kot na 
primer zaslon na dotik, kamere in avdio/video večpredstavnost, potrošnikom prinašajo edinstvene 
izkušnje, ki posledično povečujejo sodelovanje potrošnikov v komuniciranju. Oglaševalci te 
funkcije izkoriščajo v svojo korist, npr. v obliki oglaševanja preko črtnih kod. Poleg tega (četrtič) 
so oglaševalci postopek nakupa za potrošnike močno poenostavili s povezovanjem storitev, kot je 
na primer možnost plačila preko računa za mobilno telefonske storitve. Takšen način poslovanja 
je znan kot mobilno poslovanje in se veliko uporablja predvsem v azijskih državah, kot so 






Danes poznamo več različnih tipov mobilnega oglaševanja. Med njimi so npr. potisno mobilno 
oglaševanje (vključuje oglaševanje preko SMS in MMS sporočil) in mobilno oglaševanje na 
zahtevo (vključuje oglaševanje preko WAP protokola, bluetooth povezave in oglaševanje na 
podlagi lokacije). Oglaševanje preko mobilnih naprav poteka tudi preko nekaterih drugih kanalov, 
na primer družbenih medijev v obliki oglasov na Facebook straneh in Twitterju, pasic na spletnih 
straneh, ipd. Z novim oglaševalskim medijem pa so povezani tudi nekateri negativni elementi. 
Prejemanje številnih neželenih/nenaročenih oglasov brez soglasja potrošnikov je lahko za 
potrošnike nadležno in povzroča negativen odnos do mobilnega oglaševanja. Zato obstaja velika 
potreba po tem, da se z raziskavami prepoznajo učinkoviti načini, na katere lahko mobilni mediji 
pomagajo pri doseganju ciljev tržnega komuniciranja in organizacijskih ciljev. Poleg tega lahko 
raziskave na tem področju pomagajo tudi pri ugotavljanju tipa oglaševalskih sporočil, ki naj se 
uporablja v mobilnih komunikacijah. Obsežne raziskave na tem področju bi lahko pokazale tudi 
edinstvene lastnosti obravnavanega oglaševalskega medija, s pomočjo katerih bi oglaševalci lahko 
razvili boljše komunikacijske strategije. Ostaja tudi intenzivna potreba po raziskovanju negativnih 
dejavnikov, da bi se zmanjšale možnosti negativnega odnosa do oglaševanja. Poleg tega obstajajo 
tudi različni dejavniki, ki pomembno vplivajo na oblikovanje pozitivnega in negativnega odnosa 
do mobilnega oglaševanja, ki jih je prav tako potrebno raziskati. Glavni cilj pričujoče disertacije 
je torej poiskati učinek različnih dejavnikov na namero potrošnikov o uporabi mobilnega 
oglaševanja. 
Literatura navaja, da so potrošniki postali ravnodušni do mobilnega oglaševanja zaradi neustrezne 
vsebine oglasov, nezahtevanih promocijskih sporočil, neprimernega časa dostave sporočil in 
pomanjkanja racionalne, emocionalne in zabavne privlačnosti promocijskih sporočil. Vsi našteti 
elementi negativno vplivajo na namero potrošnikov o uporabi mobilnega oglaševanja. Osrednji 
problem raziskave je tako iskanje dejavnikov, ki lahko ne le vplivajo na namero potrošnikov, 
temveč lahko tudi spreobrnejo obstoječe negativne namere v pozitivne.  
Doprinos pričujoče disertacije je dvojen, praktičen in teoretičen. Praktični prispevek je povezan s 
popularnostjo in prilagodljivostjo mobilnih naprav kot sredstev za oglaševanje. Oglaševalci po 
svetu namenjajo izjemno veliko denarja (gl. poglavje 2.3) za mobilno oglaševanje kot način 






izjemno obsežne investicije oglaševalcev v mobilno oglaševanje in trženje, bi se morale takšne 
investicije tudi smiselno povrniti. Toda avtorji, kot na primer Brinson, Eastin, in Cicchirillo (2018) 
navajajo, da oglaševalci ne pridobivajo rezultatov, ki bi bili sorazmerni z denarjem, porabljenim 
za mobilno oglaševanje. To podpirata tudi Ikram in Kaafar (2017), ki dodajata, da so se v zadnjih 
letih prenosi mobilnih aplikacij za blokiranje oglasov večkratno pomnožili. Avtorja menita, da je 
izogibanje potrošnikov mobilnemu oglaševanju in iskanje načinov za izogibanje takšnim oglasom 
na mobilnih napravah posledica frustracij zaradi slabo strukturiranih promocijskih sporočil, ki jih 
potrošniki prejemajo na svoje mobilne naprave. Ikram in Kaafar (2017) sta v svoji raziskavi 
zaključila, da izogibanje potrošnikov mobilnemu oglaševanju in uporaba sredstev za blokiranje 
oglasov za številne deležnike oblikuje nevzdržen trg mobilnega oglaševanja. S povečevanjem 
izogibanja mobilnemu oglaševanju in pri vse širši uporabi sredstev za blokado oglasov postaja vse 
bolj pomembno, da se tema pričujoče disertacije natančno razišče na način, ki bo razkril dejavnike, 
ki pozitivno vplivajo na namero uporabnikov o uporabi mobilnega oglaševanja. Rezultati te 
disertacije bodo predstavili ne le dejavnike, ki so pozitivno povezani z namero potrošnikov o 
uporabi mobilnega oglaševanja, temveč tudi dejavnike, ki jih je potrebno izključiti, da bi pridobili 
več pozitivnih učinkov mobilnega oglaševanja. 
Drugi prispevek disertacije je teoretičen. Tema disertacije je relativno mlada in še premalo 
raziskana, zato prinaša številne priložnosti za razvoj novih in razširitev obstoječih teorij. Cilj 
disertacije je tudi razširitev obstoječe teorije, konkretno Združene teorije o tehnološkem sprejetju 
in uporabi.  To je zelo pomembno, saj bodo rezultati disertacije ne le potrdili predhodno teorijo, 
temveč ji bodo tudi dodali nove koncepte. Če povzamemo utemeljitev raziskave, lahko rečemo, 
da na področju mobilnega oglaševanja obstajajo številne že objavljene študije, ne obstaja pa 
nobena študija, ki za preučevanje premalo raziskanega področja uporabila  interdisciplinarni 
pristop z namenom razširitve obstoječih teorij. Izvirna različica Združene teorije tehnološkem 
sprejetju in uporabi, kot so jo predstavili Venkatesh, Thong, in Xu (2012), se osredotoča na 
uporabo mobilnega interneta, pričujoča disertacija pa želi preveriti in razširiti isto teorijo v 
kontekstu mobilnega oglaševanja. 
Cilj pričujoče disertacije torej ni le identificirati odnose med namero potrošnikov in njihovim 






namero potrošnikov o uporabi mobilnega oglaševanja. Zato so postavljeni naslednji raziskovalni 
cilji: 
1. Celovito razumeti in ovrednotiti predhodne raziskave na področju mobilnega oglaševanja 
in namere potrošnikov o uporabi mobilnega oglaševanja. 
2. Na osnovi obsežnega pregleda relevantne literature zasnovati in oblikovati raziskovalne 
hipoteze.  
3. Zasnovati in izvesti anketno raziskavo, s katero bo mogoče presoditi postavljene domneve.  
4. Kritično presoditi primernost izsledkov raziskave za posplošenje.  
5. Identificirati omejitve raziskave in priporočila za prihodnje raziskave.    
Konceptualni okvir disertacije je razvit na osnovi razumevanja obstoječe literature z namenom 
analize indikatorjev za namero potrošnikov o sprejetju in uporabi mobilnega oglaševanja. Za 
pridobitev vpogleda in za razumevanja novonastalega oglaševalskega medija (t.j. mobilnega 
oglaševanja) je nujna vzpostavitev integriranega teoretičnega okvira, v katerem  iščemo odgovore 
na naslednja vprašanja: 
RV1: Kateri so ključni dejavniki in kakšen je njihov učinek na namero potrošnikov o uporabi 
mobilnega oglaševanja? 
RV2: Kako pri potrošnikih na dejansko uporabo vpliva njihova namera o uporabi mobilnega 
oglaševanja? 
 
Raziskovalci so v zadnjem času izvedli več študij na področju presoje in napovedovanja odnosa 
potrošnikov do mobilnega oglaševanja, toda nekatere nejasnosti še vedno obstajajo. To še posebej 
velja v Pakistanu, kjer je bilo opravljenih zelo malo raziskav na področju mobilnega oglaševanja.  
Pričujoča disertacija zato empirično obravnava presojo potrošnikove namere o sprejetju in uporabi 
mobilnega oglaševanja v Pakistanu. Tema je relativno mlada in premalo raziskana, zato prinaša 
številne priložnosti za razvoj novih in razširitev obstoječih teorij. Pričujoča disertacija želi razširiti 
obstoječo teorijo, to je Združeno teorijo o tehnološkem sprejetju in uporabi. Za to je bil oblikovan 
mešan raziskovalni pristop (ang. Mixed Methods Approach), v katerem se rezultati ustvarjio s 






lahko vplivajo na namero potrošnikov o sprejetju mobilnega oglaševanja. V študijo so vključeni 
mladi potrošniki, stari od 18 do 30 let. Študija vključuje študente petih večjih univerz v Pakistanu 
iz različnih regij, t.j. Punjab, Sindh, KPK, ozemlje prestolnice Islamabad in Balochistan. Izbrana 
je po ena univerza iz vsake regije, t.j. Univerza v Punjabu iz Punjaba, Univerza v Karachiju iz 
Sindha, Univerza v Peshawarju iz KPK, Univerza Quaid-e-Azam iz ozemlja prestolnice Islamabad 
v Balochistanu. Vseh pet univerz sodi med univerze javnega sektorja. Namen vključitve oseb iz 
vseh petih regij države v disertacijo je pridobiti podatke ljudi iz celotne države, saj se na omenjene 
univerze vpisujejo študenti iz vseh predelov države. Študija se je osredotočila na mlade ljudi, saj 
je znano, da poosebljajo digitalni svet (Katz, 1996). Avtorji, kot na primer Buckingham (2013) 
navajajo, da so mladi ljudje prilagojeni različnim oblikam izzivov, ki jih prinašajo nove tehnologije 
in novi tipi medijev. Poleg tega Van der Waldt et al. (2009) v svojem raziskovanju ugotavljajo, da 
so mladi privlačna tarča za oglaševalce po vsem svetu. Avtorji dodajajo še, da oglaševalci mlade 
potrošnike smatrajo za privlačen cilj, ker so intenzivni uporabniki mobilnih naprav in bolj 
zainteresirani za uporabo mobilnih naprav od starejših potrošnikov. Anketni vprašalniki so bili 
poslani udeležencem po elektronski pošti, v osebnih sporočilih in preko objav v družbenih medijih. 
Skupno število udeležencev v kvantitativnem delu raziskave je 446. Študija je uporabila 
neverjetnostne metode vzorčenja, kot sta ekspertna izbira in priložnostno vzorčenje. Vprašalnik za 
zbiranje kvantitativnih podatkov je bil razdeljen po metodi priložnostnega vzorčenja. Creswell 
(2013) navaja, da je metoda priložnostnega vzorčenja osnovana na vzorcu priložnostnih 
elementov, v katerem se udeleženci izberejo zato, ker so na pravem mestu ob pravem času. Z 
ekspertnim neverjetnostnim vzorčenjem pa so se zbirali kvalitativni podatki. Udeleženci fokusnih 
skupin (skupinskih diskusij) so bili izbrani po presoji raziskovalca. Število vseh udeležencev dveh 
fokusnih skupin je 16. Za analizo povezanosti med odvisnimi in neodvisnimi spremenljivkami v 
raziskovalnem modelu je bila izbrana multipla linearna regresija. Uporabljeni so bili štirje 
multivariatni linearni regresijski modeli. Prvi model je bil usmerjen k iskanju neposrednega vpliva 
neodvisnih spremenljivk (te so: družbeni vpliv, pričakovan trud, pričakovani učinek, okoliščine 
uporabe, zaznan užitek, zaznana nadležnost in personalizacija) na odvisno spremenljivko (t.j. 
namero uporabe). V tem modelu so bile v regresijski model hkrati vključene vse neodvisne 
spremenljivke. Drugi model je bil usmerjen k raziskovanju učinka spola in izkušenj na vpliv 






uporabe, zaznan užitek, zaznana nadležnost in personalizacija) in odvisno spremenljivko (t.j. 
namero uporabe). Ponovno so bile v regresijski model vključene vse spremenljivke hkrati. Tretji 
model je bil usmerjen k iskanju neposrednega vpliva neodvisnih spremenljivk (ki sta namera 
uporabe in okoliščine uporabe) na odvisno spremenljivko (t.j. uporabo). V regresivnijski model so 
bile sočasno vključene vse spremenljivke. Četrti in zadnji model je bil usmerjen k iskanju vpliva 
višine dohodka, spola in izkušenj na vpliv neodvisnih spremenljivk (ki sta namera uporabe in 
okoliščine uporabe) na odvisno spremenljivko (t.j. uporabo). V regresijski model so bile vključene 
vse spremenljivke hkrati. Vrednosti neodvisnih spremenljivk (konstruktov) so bile izračunane z 
deljenjem vsote vrednosti spremenljivk indikatorjev z njihovim številom.  
Cilj disertacije je premostiti vrzel v znanju na področju presoje namere potrošnikov in njihovega 
odnosa do mobilnega oglaševanja. Rezultati so izpostavili nekaj ključnih dejavnikov (kot na 
primer pričakovan trud, pričakovani učinek, zaznan užitek, zaznana nadležnost in personalizacija), 
ki potrjeno vplivajo na namero potrošnikov o sprejetju mobilnega oglaševanja. Poleg tega so 
rezultati razkrili tudi odnos med potrošnikovo namero sprejetja (stališčem) in dejanskim sprejetjem 
(vedenjem) pri uporabi mobilnega oglaševanja. 
Končni rezultati so predstavljeni v spodnji shemi, ki združuje integrirni teoretski okvir (dopolnjeno 
Združeno teorijo o tehnološkem sprejetju in uporabi), z njeno empirično presojo na primeru mladih 
v Pakistanu (rezultati štirih multivariatnih  linearnih regresijskih modelov). V shemi so 
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Disertacija pa ima tudi določene omejitve. Prvič, podatki se nanašajo na poročano vedenje namesto 
dejanskega vedenja. Glede na obseg raziskave je bilo preučevanje poročanega vedenja edina 
možnost. Številni raziskovalci na področju družbenih ved poudarjajo etična vprašanja povezana z 
merjenjem dejanskega vedenja. Časovne in stroškovne omejitve raziskave so preprečile 
raziskovanje zapletenih etičnih vprašanj pri merjenju dejanskega vedenja. Zato je bila 
najprimernejša možnost merjenje poročanega vedenja. Kljub temu so rezultati raziskave prinesli 
pomemben vpogled v razumevanje potencialnih učinkov na dejansko vedenje, toda določena 
omejitev študije in rezultatov ostaja.  
Druga omejitev raziskave je povezana s kontekstom, v katerem je bila zasnovana. Večina raziskav 
ima določene omejitve glede na kontekst, v katerem se študije oblikujejo in izvajajo. Kontekst 
pričujoče raziskave je bil zelo specifičen po svoji naravi. Študija obravnava mobilno oglaševanje 
kot celoto. Udeležence študije smo nato prosili, da posredujejo svoja mnenja, namere in vedenje 
pri uporabi mobilnega oglaševanja kot celote. Udeležencev nismo spraševali po mnenju o 
mobilnem oglaševanju na določeni platformi, kot so na primer mobilni oglasi na družbenih 
omrežjih, blogerskih straneh, straneh za pretočne video vsebine ali oglasi v mobilnih aplikacijah. 
Zaradi omejenega časa in virov je disertacija osredotočena na analizo namer potrošnikov in 
njihovega vedenja ob uporabi mobilnega oglaševanja na splošno. Razlike med mobilnimi oglasi 
na različnih platformah, kot so mobilne spletne strani, mobilne aplikacije ali strani z video 
pretočnimi vsebinami niso bile predmet raziskovanja.  
Za zaključek prihodnjim raziskovalcem svetujemo, da razširijo kontekst raziskav in dodajo več 
neodvisnih spremenljivk v strukturo raziskave. Prihodnje študije naj se osredotočijo tudi na 
pozitivne in negativne vplive zaznane nadležnosti, zaznanega užitka in personalizacije na namere 
potrošnikov o uporabi mobilnega oglaševanja. Poleg tega morajo prihodnji raziskovalci preučiti 
še druge, dodatne  dejavnike, ki lahko vplivajo na namero potrošnikov o uporabi mobilnega 
oglaševanja. Med primere le-teh spadajo zaznano tveganje, zaznane prednosti, zaznano zaupanje 
in lokacijska personalizacija oglasov. 
